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if the National Retail Furniture 
Association succeeds in its drive to 
eliminate the operator who “can get 
it for you wholesale,” one of the 
most cherished illusions of Ameri- 
can life will be destroyed. 
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Young & Rubicam suggest that a 
movie star is only as good as his 
last few pictures. And Hollywood 
has found out that they are only as 
good as the box office says they are. 
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Georgia peach growers have re- 
signed themselves to the inevitable 
and prepared to advertise, since the 
successors of Bobby Jones and Ty 
Cobb have failed to put in an ap- 
pearance. 
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An ace woman golfer is going 
to broadcast major league baseball 
games for General Mills. She will 
be able to give a vivid description of 
mashie shots to the outfield and 
putts down the first-base line. 
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Executives of the bankrupt Tower 
Magazines will explain to a federal 
judge how their circulation hap- 
pened tobe 400,000 or 500,000 less 
than the advertisers bought. Old- 
fashioned circulation liars must be 
turning in their graves. 
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Now that advertising has become 
big business, it’s beginning to look 
as if the earnest efforts of over-op- 
timistic circulation men no longer 
fall under the heading of good, clean 
fun. 
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Men are sure to be a bigger fac- 
tor in housekeeping, now that the 
little woman is so often a _ bread- 
winner, home economists are told. 
Let’s tell the boys to be sure to 
sweep in the corners, 
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Robert D. Howard has been pro- 
moted by the Astor from banquet 
manager to director of sales and 
business promotion. Lots of people 
simply can’t stand those heavy 
meals. 
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It seemed all right when J. M. 
Korn & Co, got the Kasko Distillers 
account, but it’s just perfect now 
that Korn has assured expansion by 
acquiring E. W. Greenfield. 
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Unauthorized baseball broadcasts 
in Pittsburgh are responsible for a 
$100,000 damage suit. Just goes to 
show the financial importance of the 
Pirates’ ten-game winning streak. 
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Soys in the Kellogg-Socony base- 
ball school are supplied with “catch- 

mitts, shin-guards, balls, bats 
and liability insurance.” The insur- 
ance policy should cover the hazards 
a ived in sliding into the home 
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_ Most gals get their make-up ma- 

“rials at the five and ten, a survey 

oe WS, proving once more that the 

- " was wrong when he suggested 

veer — is in the eye of the be- 
a 


mi. ‘ncinnatus was a good guy in his 

ne, but since the All-Star game 

mo "eS no good reason why the city 

/- - rs shouldn't change the name 
* town to Vander Meeria. 
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Spot Radio Volume Continues Upward 


CHAIN BLAMED 
IN DISPUTE ON 
MAGAZINE AUDIT 


Says Tower Report Was Based 
on Affidavit 


Chicago, July 14.—Asserting that 
“the grand jury had access to books 
of the Woolworth Company which 
were not available to us,” O. C. Harn, 
managing director, Audit Bureau of 
Circulations, this week threw the onus 
for alleged incorrect reports of cir- 
culation of Tower Magazines onto the 
chain organization, following indict- 
ment of officers of the defunct pub- 
lishing organization for alleged use 
of the mails to defraud. 

The indictment by a federal grand 
jury in New York last week charged 
that the Tower circulation was ac- 
tually between 500,000 and 900,000, 
while ABC reports placed it at from 
1,250,000 to 1,300,000. 

“The ABC reports were made on 
the basis of an examination of the 
publisher’s books which showed gross 
sales to the Woolworth Comyany cov- 
ered by proper billing ‘therefor anc 
checks in payment thereof,” said Mr. 
Harn. 


Cites Woolworth Records 


“The publisher’s books showed sub- 
sequent monthly remittances to the 
Woolworth Company covering maga- 
zines returned, and the Bureau has a 
photostat copy of a letter from an 
official of the Woolworth Company in- 
dicating the number of magazines 
thus returned from month to month. 
The records indicated that these re- 

(Continued on Page 25) 


Union Fights 
Hostesses in 
Gas Stations 


Milwaukee, July 14.—Employment 
of attractive girls as “hostesses” in 
filling stations has evoked conflict- 
ing feelings in many breasts. Para- 
mount Gas & Oil Company, which 
recently added eight of the young 
women to its payrolls, reports that 
the innovation has helped sales, but 
aroused opposition in union circles. 

Gasoline Station Employes’ Local 
No. 21534 has formally demanded 
that the work of the girls be re- 
stricted to acting as cashiers. The 
ultimatum apparently is based on 
fear that girls may ultimately re- 
place the males, rather than on 
chivalrous grounds. 
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OPENING SHOT IN $1,000,000 CAMPAIGN 


COME ON BASEBALL FANS! 


Here’s your chance to elect an 
All-American team of your own! 


VOTE FOR ONE OF YOUR FAVORITE PLAYERS EACH WEEK 


FOR 9 WEEKS IN 


Wore than 
*5,000°° 


IN CASH PRIZES 
FOR FANS WEEKLY! 


$500.00 —First Prize 
$100.00 —Second Prize 
$50.00 - Third Prize 
$25.00 —Fourth Prize 
AND 1000 $5 cash prizes 
Tere! of 1,004 AWARDS EVERY WEEKI 


Vote early next week for your favorite FIRST 
BASEMAN! Tell why you like him. It’s easy for any- 
one to win one of the 1,004 Weekly Cash Prizes! 


Who's your choice for First Baseman on kethogy + 
All-American Baseball Team” Is he left-handed 
or right-handed’? Hot-headed or cool’ Does be 
think fast in the pinches’? Can be spear s wild 
throw a mile over his bead? In other words why 
does be belong oe this team” cause 
mm any league today 
the tops from two packages of Kellogg's Corn 
Flakes, to the Kellogg All-Amerncan Con 
Howard-Clark Building, Chicago, I. Te win, your 
self, you dom’! have to puck the winning player of the 
weet’ Entries in nex 


‘Come on —fans' Get in on this chance of a hletume 
to pick an All-Amencan Baseball Team of 
your own! Vote for your favorite 


So vote early next week! Vote as often as you like! 
Vote every week. You have 1,004 chances to win, 
every week 


you're at 4. you have a chance to 
win @ share of more than $5,000 
in Cash Prizes to be given every 
week tor 9 weeks to win new 
friends for Kellogg's Corn Flakes 
Thwak of st —more than | 004 Cash 


LSTOm to Kellogg » ball game broad: asts every week on 
one of your tevortte tation: and te K 


‘ plat paper or on the offic ve! entry Nallot ube ain 0 Lise your grower) name and address 
white trom your grocer Ht contains full robes and 


7. Your vote tor First Baseman must be postmarked mot 
later than madmgit Seturday. July 23 


Kollogos CORN FLAKES 


Large-size insertions in newspapers throughout the country announced the All- 

American baseball poll, sponsored by Kellogg's corn flakes, with more than 

$5,000 in cash prizes for consumers and $3,000 for grocers each week for the 
next nine weeks. J. Walter Thompson, Chicago, is the agency. 


$1,000,000 Drive for 
Kellogg Cash Contest 


Chicago, July 14.—A_ spectacular 
return to the lush advertising con- 
test promotions of more prosperous 
years was launched this week by 
Kellogg Company, Battle Creek, 
Mich., with first insertions in a $1,- 
000,000 campaign featuring cash 
awards of $76,387 to winners in an 
“All-American Baseball Poll.” The 


campaign, in behalf of Kellogg’s 
corn flakes, is the first directed by 
J. Walter Thompson Company since 
its appointment as agency for the 
account three weeks ago. 
Announcement copy, which ran 
1,500-line or full page (many in 
color) in 328 newspapers, indicated 
(Continued on Page 27) 


Last Minute News Flashes 
Kudner Appointed for Maritime Advertising 


Washington, D. C., July 15.—Rear Admiral E. 8S. Land, chairman, 
United States Maritime Commission, today announced appointment of Ar- 
thur Kudner, Inc., New York, to handle preliminary advertising of Amer- 
ican Republics Line, which will operate express steamship service between 
New York and South America. Twenty-one agencies solicited the account. 


New Conklin Pen Owners to Resume Advertising 


Toledo, July 15.—Conklin Pen Company will resume consumer adver- 
tising in the near future, Albert J. Tarrson said today. Mr. Tarrson heads 
the syndicate of Chicago business men who have just bought the company. 


Affiliated Agencies to Serve Washington Bureau 

Olympia, Wash., July 15—The Washington State Progress Commis- 
sion announced today that it has retained the Washington State Advertis- 
ing Agency, effective Aug. 1, 1938. The agency represents the affiliated 
services of Strang & Prosser, Seattle; Western Agency, Seattle; and 
Syverson-Kelley, Spokane. 


Piel Starts 27-State Drive on Canned Beer 
New York, July 15.—First packaging of beer in cans by Piel Brothers, 
Brooklyn, is being announced in a newspaper campaign in 91 markets in 
©7 Eastern states. Outdoor 24-sheet posters will also be used in the same 
territories. McCann-Erickson, Inc., is the agency. 


DAY FACILITIES 
NOW APPEAL TO 
MORE SPONSORS 


Rosy Future Seen in All 
Sections of Country 


RADIO ROUNDUP 
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Where Radio Income Goes.... “ 
Bulova Heads Spot Users..... mn 


NBC Solves Cut-In Problem... “ 
Transcriptions Mark Growth... 
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Radio Expenditures, Geographi- 
ee oe oe " 26 


Chicago, July 15.—Substantial in- 
creases in the volume of national 
spot brvadcusting used by advertisers 
this summer on radio stations in all 
parts of the country, today stand out 
as one of the most encouraging signs 
on the advertising horizon. Almost 
without exception the several hun- 
dred stations that reported their bill- 
ings to ADVERTISING Ace in a survey 
just completed indicated with enthu- 
siasm that summertime volume this 
year is considerably ahead of last; 
and that daytime sales, in particular, 
are responsible for the larget 
gains. 

Falling closely in line with the 
comparative status of business condi- 
tions in various sections of the 
country, the improvement registered 
this summer by Southern stations ap- 
pears to head the list. In the South 
and Southwest gains in total volume 
ranged from 10 to 50 per cent, as 
compared with last summer. Na- 
tional spot was reported to be about 
the same degree ahead, with daytime 


sales accounting for the bulk of the 
increase, 


Encouragement Seen Everywhere 


The Far West also painted a rosy 
picture: total volume up to 25 per 
cent ahead; national spot with em- 
phasis on daytime programs recorded 
the biggest gains. Midwestern sta- 
tions showed total volume gains 
ranging up to 15 per cent with day- 
time national spot almost entirely re- 
sponsible for the increases. In the 
East the story was pretty much the 
same: total volume is up as much as 
30 per cent over last summer. Day- 
time and national spot programs are 
the chief causes of the gains. 

In discussing conditions that pre- 
vail this summer and expressing full 
optimism that an even bigger fall is 
ahead, station executives also agreed 
that the continued strength of audi- 
ence participation programs is one 
of the year’s highlights in broadcast 


advertising. Apparently there is no 


let-up in sight, they said. 
Other program trends that drew 
comment from the station men in- 


clude a tendency on the part of spon- 


sors to keep higher quality shows 
running throughout the summer, in- 


(Continued on Page 26) 
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FOODS JUMP T0 
FIRST PLACE IN 
NETWORK TIME 


Drugs, Tobacco Follow in 
Six-Month Totals 


New York, July 13.—-Food and food 
beverages ranked first in network ad- 
vertising for the first six months of 
this year, according to classification 
breakdowns released today by Co- 
lumbia Broadcasting System, Mutual 
Broadcasting System and National 
Broadcasting Company. Total expen- 
ditures in this classification were 
$11,426,581, compared with $9,336,410 
in the first half of last year, a gain 
of about 23 per cent. 

In second place came drugs and 


July 18, 


| parted of 1937. Third on the list 
| was tobacco, with total expenditures 
lof $4,269,970, compared with $3,186,- 
1/415 a year ago, a jump of about 32 
per cent. 

Another big advance was credited 
to soap, which totaled $4,077,515 this 


year against $3,962,554 in 1937—a 
gain of nearly 35 per cent. 
Automotive expenditures, on the 
other hand, were greatly reduced. 
The 1938 six-month total was $2,- 
555,752 against $3,539,899 in 1937. The 
biggest gain among the industries 


spending a million dollars or more in 
the first half of 1938 was scored by 
confectionery with a total of $1,405,- 
651 against $708,920 in 1937—a gain 
of about 99 per cent. 

On the CBS network, increased ex- 
penditures were made by ten indus- 
tries out of 17 classified. On the 
Mutual network, eight out of 16 in- 
dustries were on the plus side, and 
on NBC red and blue chains, nine 
out of 23 showed gains. Total ex- 
penditures on the three chains were 
$37,947,151, a gain of 5.6 per cent 
over the first six months of last year. 


Rider to Ohio 


drug products, which, incidentally 
were at the top of the list for the} 
first half of 1937. The drug total on |} 
the three major networks for the first 
six months of this year was $9,652,- | 
804, against $9,742,952 for the same | 


Rider Rubber Novelties, Cleveland, 
has appointed Ohio Advertising 
Agency, Cleveland, to handle its ac- 
count. Trade papers and direct mail 
will be used. The company is featur- 
ing rubber blocks for children’s play. 


AGENCIES ASK 
‘AUDIT BUREAU’ 
FOR RADIO DATA 


Coverage Standards Called 
‘Pressing Need’’ 


Chicago, July 15.—Creation of an 
“audit bureau of circulation” of the 
air is easily the most pressing 
need of radio as an advertising me- 
dium today, according to a survey of 
opinion among agency executives in 
charge of radio throughout the coun- 
try. Other problems cited were the 
development of a better technique for 
putting across commercials, and 
more effective gearing of program 
contents to the audiences to be 
reached. Government interference 
with broadcasting was also men- 
tioned as a serious problem in the 
offing. 

That standardized methods for 
determining listening areas and audi- 
ences is a subject to which agency 


‘IF YOURE 
INTERESTED 
IN SALES, 

READ THIS” 


Memphis and the Mid- 
South...one of the nation’s 
favored business sections. 
Sell where they're buying 
... where the purchasing 
power is proven. And sell 
by means of a medium that's 
proven ... WMC. This pio- 
neer Southern radio station 
is the choice of the coun- 
try’s leading advertisers 


BECAUSE IT IS PRODUC- 
ING RESULTS... every day! 


N B Onred ond Opereted by 
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ALL INDUSTRY EYES SOUTH 


Trend Is To Move Into Dixie, 


FEDERAL FUNDS IN SIGHT 


Distribution Of Fabulous Sum 


From The Commercial Appeal 
Washington Bureau 


Prospects for Summer and Fall 
business in the TriStates are not 
exceeded anywhere in the country, 


it is indicated from a compilation 


agencies today. 
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FALL TRADE QUTLOOK 
BRIGHT IN MIDSOUTH, 
GOVERNMENT REPORTS 


By Recession 


Avoid Labor Woes 


To Farmers Of This Section 
Will Bolster Buying Power, 


Speed Consumption 
for 


By GEORGE MORRIS 


WASHINGTON, June 28, — 


of reports from Governmental 


Agricultural states in the South 
and Middle West, it is indicated, 
have come through the recession 
with scarcely any setback, and 
with the moneys to be poured into 
the South within the next three 
months, it would not be Sur drising 
if the economic trend should reach 
the propartions of at least a small 
business boom. 

Industry Eyes South 

Industry looks with more favor 
upon the South than any other sec- 
tion of the country for location of 
such plants. They wil! get away | 
from high living costs, a source of ‘ 
much labor unrest, by locating inf. 
the South and also will have better J 
prospects, they believe, in working } 


rr yee 5 
(Continued on Page Twos pe- 


MIDSOUTH STANDS OUT 
ON U. S. BUSINESS MAP 


(Continued From Page One.) 


‘ out labor problems with natives 

Boom In Store For Agricultural] jin in the congested centers 

States, Left Unsettled where the population is largeiy for- 
eicn, 


The immediate outlook for the 
TriStates is for 
chasing due to the Farm Bill, PWA 
grants and WPA expenditures, 

Within the next three months the 
Agridultural 
tribute something like $60,000,000 in 
Mississippi, Arkansas and Tennes- 
see in parity payments and rentals 
for compliance with the A/A. Mis- 
sissippi will receive approximately 
$30,000,000; 
and Tennéssée, $10,000,000. Most of 
it should be distributed before the 
new crop begins to move and dove- 
tail into feturns from this_ year's 
erop. 


It is estimated that PWA grants 


57,000,000 which is 
ment’s 45 per cent contribution to 
authorized public works projects. 
Municipalitits and counties partici- 
pating in the grants will probably 
borrow the greater part. of the re- 
maining 65 per cent from the PWA, 
running the total loans and grants 
to more than $15,000,000 in the Tri- 
States alone. 

Increased wages for WPA work- 
ers, it is estimated, will largely en- 
hance the purchasing power of un- 
employed workers 
their 
clothing. Aside from WPA relief 
as extended at present and count- 
ing only the 
using PWA 
loans and loca 
predicted that the total 
ment farm distribution and excess 
PWA and WPA contributions over 
the present will amount to more 
than $100,000,000. 
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From THE COMMERCAL 
APPEAL JUME 29, 1298 


c THE COMMERCIAL APPEAL HATIONAL REPRESENTATIVE: THE DRAXHAM COMPANY 
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RESULTS PROVE WMC SELLS THE MID-SOUTH 


accelerated pur- 


Department will dis- 


Arkansas. $20,000,000, 


$100,000,000 More 


the TriStates may _ reach 


the Goverr- 


and _ increase 
consumption of food and 


increased pay and 
rants exclusive of 
contributions, it is 
Govern- 


5,000 WATTS—DAY 
1,000 WATTS—NIGHT 


| SOURCES OF BROADCAST INCOME 
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Miscellaneous Income $2,872,990 


$11,264,748 


Sales of Talent, Booking 
Commissions, ete. 


rs 
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Miscellaneous Time Sales 
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$2,040,742 


$60.055,694 


Time Sales by Stations 


ad 
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Time Sales 
$35,812,537 


Network Portion of Re 
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According to the Federal Communications Commission, the total income last 

year of all networks and 629 stations operating on a commercial basis was 

$132,046,711. The chart above shows how the income was derived. See page 6 
for analysis of how this sum was distributed. 


time buyers are devoting a good deal 
of thought was evidenced by the fre- 
quency with which the topic was 
brought up. Specific requests on this 
point included the following: 

“A uniform yardstick for measur- 
ing coverage, applied to all stations, 
plus an impartial evaluation of each 
station’s ‘editorial slant.’” 

“A standardized definition of listen- 
ing areas and a standardized method 
for determining them, preferably on 
a mail analysis basis.” 

Typical of the criticism heaped on 
the type of commercials prevalent on 
the air today was the following ob- 
servationby the president of a Mid- 
Western Four A’s agency: 

“‘Radio’s most pressing need today 
is the realization by advertisers that 
commercial credits are becoming 
more than ever ‘Public Nuisance 
Number One.’ By that we mean, ad- 
vertisers in the majority of cases are 
still using the same unattractive and 
unconvincing ways of selling by radio 
that inaugurated the first commercial 
program over fifteen years ago. In 
the last analysis the successful com- 
mercial story has to be based on one 
of two things. First—to present the 
sales story in such a ‘cute’ manner 
that it will be readily accepted as a 
part of the program's entertainment. 
One excellent example today of this is 
the Tenderleaf Tea program... ‘One 
Man's Family.’ Second—if the writ- 
ers are not clever enough to prepare 
copy in this manner, or if the product 
does not lend itself to such treat- 
ment (if such a thing could ever be 
possible), it would be far better to 
|handle the commercialism of a pro- 
|}gram in the straightforward manner 
|of just saying: 


“Such and Such Motor Company 


| brings to you the smooth, restful 
of Wayne King and his or- 
When you think of this pro- 
/gram, think of Such and Such.’ 
“In regard to radio, writers 
|Sponsors have apparently 
ithe fundamental 
| copywriting—don't preach, 
| boast, don’t exaggerate, don’t beg.” 
| Another agency radio director re- 
|marked: “The high pressure meth- 


| music 


| chestra. 


and 


| ods of some sponsors are creating an | 
| antagonism that, unless checked, will | 


hurt radio as an advertising medium. 


|Long, uninterrupted commercials 


forgotten | 
rules of successful | 
don’t | 


harm even the best shows and detract 
from their effective appeal.” 

Still another said: “There must 
be a reduction in the length and 
number of program commercial an- 
nouncements. Radio audiences, ad- 
vertisers and stations would benefit if 
commercial copy were restricted to 
10 per cent of total program time.” 


a 


Wildrick & Miller, New York, has 
been appointed to handle advertising 
of Wm. S. Pitcairn Corporation, New 
York, sole American importer of 
Rayol Doulton china. 
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Along about this time every year, we want to get away 
from it all. That old daily grind begins to get us down. 
Day dreams of a few weeks on the farm, casting in a 
trout stream, or lazy days on a sandy beach, seem to 
take preference over closing dates. 

No matter what our choice of relaxation might be, 
however, the day does approach when the impatience 
of return to duty will steal over us. 

Vacations are fun — but it is also fun and a big thrill 
to create a sales plan—to make a swell layout — to write 
smooth, convincing copy —to make a good drawing — 


and to make fine engravings. 


JOHN AVERILL. 
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July 18, 193g 


MONOPOLY PROBE 
TO SKIP QUIZ 
OF ADVERTISING 


But Observers See Indirect 
Effects 


Washington, July 13.— It was 
learned today from sources of un- 
questioned reliability that the adver- 
tising field, as such, is not now in- 
cluded as one of the segments of 
business slated for inclusion in the 
investigation of monopoly and mono- 
polistic practices, now being formu- 
lated by the temporary National Eco- 
nomic Committee, of which Senator 
O’Mahoney of Wyoming is chairman. 

While unable'to quote the source of 
the information, ADVERTISING AGE 
was informed that unless advertising 
could be tied in some way directly 
with the control of commodity prices 
in the industries which will be in- 
vestigated, it would not come direct- 
ly within the scope of the inquiry. 


Seek Price Control Angle 


However, it was said that there is 
little question but that advertising 
will be affected by the work of the in- 
vestigating committee. Specifically, 
the advertising of a particular com- 
modity investigated would probably 
be materially affected, if but indi- 
rectly. But there is not now contem 
plated any investigation into the costs 
of advertising commodities as going 
into the factors which might make up 
the prices of articles. It is only the 
control and manipulation of such 
prices with which the investigation 
will be primarily interested. 

It is expected that if advertising 
does come into the picture either di- 
rectly or indirectly, it will come 
through the investigations either of 
the Department of Commerce or the 
Federal Trade Commission. Neither 
agency has yet announced an outline 
of the specific fields of the investiga- 
tion in which either will take part. 
That is now being formulated and 
may be ready for announcement by 
the executive secretary to the Com- 
mittee, Leon Henderson, shortly. 


Patterson Cites Relationship 


Yesterday Assistant Secretary of 
Commerce Richard C. Patterson, Jr., 
told the writer that unquestionably 
the activities of the Department of 
Commerce in the investigation would 
be of distinct interest to advertising 
and that he could not help but think 
that it would be affected materially, 
if indirectly, by the work of the de- 
partment in the forthcoming months. 
He did not say what form the effect 
might take, but pointed out that 
there would be an obviously impor- 
tant relationship between advertising 
and any such investigation. 


Social Agency Places 


Account with Cochrane 


Let’s Do Something About It, Inc., 
Oak Park, Ill., has placed its adver- 
tising account of W. K. Cochrane 
Advertising Agency, Chicago. News- 
papers, business papers and spot ra- 
dio will be used in a campaign to 
break soon. 

Let’s Do Something About It, Inc., 
has 19 state units, and its 1938 mem- 
bership goal is 500,000. It stands for 


a concerted effort “to repossess itself | 


of an active concern in the affairs of 
both local and national government.” 


Brown on Own 


Stanley J. Brown has resigned as 
display manager, S. J. Brouwer Shoe 
Company, Milwaukee, to organize a 
display firm at Elm Grove, Wis. 
While he will not confine his work to 
the shoe field, he will specialize in it. 
Elisworth Greenwald has taken the 
post at Brouwer. 


MOTION-MAKER 
FOR WINDOW DISPLAYS 


\ Simple, Compact, Motor Powered Unit 
Operating Motion Displays Many 
Different Types of Motion Obtained. 


Write For Information On 
Our Various Priced Models! 


THE AMERICAN DISPLAY COMPANY, Dayton, Ohio 


Outlines Plan 
for Cashing in 
on N. Y. Fair 


New York, July 14.—Convinced by 
a study of results of the 1933 A Cen- 
tury of Progress in Chicago that New 
York will reap a billion dollar vol- 
ume from the World’s Fair of 193 
The New Yorker has issued a bulletin 
telling manufacturers how to. get 
their share of the golden flood. Cop- 
ies are available at 25 W. 43rd 
street. 

Four chief points are made by the 
survey: 

“1. If you are an exhibitor at the 


fair, you will want to publicize your | 


exhibit in order to assure a flow of 
the ‘right kind of people’ through 
your display. You will also want to 
strengthen your retail outlets in New 
York with fresh stocks, and back this 
with a consistent sales and advertis- 
ing campaign. 


Prepare for Throngs 


“2. If you are not an exhibitor, 
but have a New York show room, 
you will want to see that this show 
room is fresh and attractive; that it 
has a complete display of your latest 
products. You will also want to pub- 
licize its location. 

“3. If you are an exhibitor and do 
not have a New York show room, you 
will want to make sure that you have 
ample retail outlets, stocked with a 


full line of your products. Further, 
you must make sure that your prod- 
ucts are amply publicized through 
advertising, and store and window 
displays, so that they will catch their 
share of the flow of spending. 

“4. If, because of the nature of 
your business, your advertising is 
mainly institutional in character, you 
will want to grasp the opportunity to 
fortify and further your reputation 
with the national audience which 
will be concentrated in New York 
during 1939.” 


Yezbak with Belden 


John Yezbak has resigned as adver- 
tising manager of Odd Things Pub- 
lishing Company, Cleveland, to be- 
come account executive of Belden As- 
sociates, Cleveland agency. 


—— 
— 


Patt President of 
Cleveland Ad Club 


John F. Patt, vice-president ang 
general manager of Station WGAR. 
Cleveland, was elected president of 
the Cleveland Advertising Club July 
12. He succeeds Sterling E. Graham, 
advertising manager, Cleveland Plain 
Dealer. 

George F. Buehler, Buehler Print. 
craft Company, treasurer, was 
elected vice-president. Horace Tre. 
harne was re-elected secretary-man- 
ager. 


Vitality on Radio 
Vitality Mills, Inc., Cleveland feeq 
manufacturer, has signed with Sta- 
tion WLS, Chicago, for 104 five-min- 
ute broadcasts. Campbell-Sanford Ad. 
vertising Company, Chicago, is the 
agency. 
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ADVERTISING AGE 


PENERAL FOODS 
LARGEST USER 
OF RADIO NETS 


New York, July 14.—General Foods 
Corporation was the largest user of 
radio network facilities for the first 
five months of 1938, according to a 
tabulation by Publishers’ Informa- 
tion Bureau, Inc., based on operations 
ef the three major chains. General 
Foods’ time investment for the five 
months was $2,463,777. 

Procter & Gamble Company held 


second place, with $2,141,601 spent 
for time, and Lever Brothers Com- 
pany was a distant third, with $1,- 
288,824. American Tobacco Company 
was fourth, with $1,270,224, and 
American Home Products ranked 
fifth with $1,154,021. 

Sixth place was occupied by 
Standard Brands, Inc., which put $1,- 
141,997 into radio time during the 
first five months, and seventh was 
filled by Sterling Products, with $1,- 
032,453. 


Leading Network Users 


Other leading radio advertisers for 
the five months are as _ follows: 
Eighth, Campbell Soup Company, 
$971,423; 9th, Colgate-Palmolive-Peet 
Company, $825,923; 10th, General 
Mills, Inc., $717,681; 11th, Wm. Wrig- 


® L © & 
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ley, Jr., Company, $705,155; 12th, 
Ford Motor Company, $697,260; 13th, 
Miles Laboratories, $654,852; 14th, 
Liggett & Myers Tobacco Company, 
$643,860; 15th, Quaker Oats Com- 
pany, $527,726; 


Reynolds Is 16th 


Sixteenth, R. J. Reynolds Tobacco 
Company, $459,425; 17th, Philip Mor- 
ris, $433,795; 18th, Chrysler Corpora- 
tion, $417,230; 19th, Bristol-Myers 
Company, $380,518; 20th, Lady Esther 
Company, $362,605; 21st, Coca-Cola 
Company, $328,340; 22nd, Cities Ser- 
vice Company, $255,464; 23rd, Cam- 
pana Corporation, $253,902; 24th, 
Firestone Tire & Rubber Company, 
$253,594; 25th, Lehn & Fink, $219,- 
494; 
744. 


26th, Pepsodent Company, $160,- 


Joins Sports Weekly 
Sporting Goods Retailer, New York, 
new national weekly, has appointed 
L. F. McClure Western representa- 
tive with headquarters at 919 N. Mich- 
igan avenue, Chicago. 


Clark Expands Scope 
Commencing with July issues, L. 
M. Clark, Inec., New York, is adding 
Collier’s, Good Housekeeping and 
True Story to the list of national 
magazines upon which advertisement 
reports will be issued. 


Piston to Vichek 


International 
pany, Cleveland, has placed its adver- 
tising account with Vichek Advertis- 
ing Agency, Cleveland. Trade papers 
and direct mail will be used. 
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AND THE “FIFTEEN LITTLE MAGIC YELLOW PILLO” 


HAT looks like a way to wipe out one of man’s 
most damaging diseases was recently discovered, 


and, in Country Gentleman for June, Paul De Kruif 


wrote about it. 


The disease is malaria. The cure is a new synthe- 


from prominent individuals totaled over a hundred 
thousand. 


Take magazines by and large, a response like this 


is surprising. But take the record of Country Gentle- 


tic drug called atabrine. Three yellow pills of it a 


day for five days will not only cure, but also immun- 


ize, most malaria victims. 


ever failed to get action. 


As usual with a thing like this, Paul De Kruif got 


all steamed up. He wanted action —‘‘It is no longer 
a question of whether we can wipe malaria out of the 
United States,”’ he wrote. “‘It has become the tougher 


question of — will we?”’ 


man, and it is not surprising at all. 


For it is a simple statement of fact that no idea 
backed by the pages of Country Gentleman has 


It is this, we believe, that makes this magazine 
loom so big among all magazines at the service of 
American industry. Not just its near two-million 
circulation. Not just the richness of its audience. 


But its power to move its people into action. 


Also as usual when Paul De Kruif speaks out in 


editor Rose’s magazine . . . he got his action pronto. 


Within two weeks of publication, orders for re- 
prints from state and other health authorities and 
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POWER TO MOVE PEOPLE 
POWER TO MOVE GOODS... 


Counter DENTLEM 
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Piston Ring Com- 


THREE-YEAR ICE 
BUDGET SET AT 
$10,000,000 


Long-Range Program Calls 
for Big Expansion 


Chicago, July 12.—Upwards of 
$10,000,000 will be spent in national 
and local advertising during the 
next three years by the ice indus- 
try, it was announced here today 
following a two-day meeting to 
establish a permanent industry-wide 
advertising and promotion organiza- 
tion. 

The bulk of the money will be 
spent in newspapers, but $750,000 
will be used each year in national 
magazine and radio advertising by 
the National Association of Ice In- 
dustries. Ice interests have been 
promoting cooperatively for the 
last two and one-half years, but this 
is the first time that plans have 
been made for more than one year 
ahead. The new drive will start 
next fall. 

The campaign plan was unani- 
mously adopted by representatives 
of 70 per cent of the ice industry in 
this country and Canada who at- 
tended the meeting. A method of 
assessment against ice tonnage was 
also adopted to insure the avail- 
ability of campaign funds. 


Cites Fourfold Expansion 


It is expected that annual local 
advertising expenditures in newspa- 
pers, outdoor and other local media 
for the next three years will ex- 
ceed $2,500,000 per year, which 
Harley Hust, advertising director of 
the association, said will be four 
times the amount spent prior to the 
inauguration of cooperative effort. 

The association will furnish local 
ice companies with all necessary 
material for advertising and sales 
promotion campaigns. The national 
drive in magazines, and possibly 
radio, is intended to provide a back- 
ground to support local efforts, 

Robert C. Suhr, president, City 
Ice & Fuel Company, with outlets 
in 26 states, served as chairman of 
the meeting and told those present 
that “cooperative advertising is 
without question a logical tool for 
the ice industry. It makes possible 
for them to do collectively what 
they cannot hope to accomplish in- 
dividually. 


Calls for a “Long Pull” 


“One of the essentials of a suc- 
cessful association program is the 
acceptance on the part of those 
sponsoring it that it is a ‘long 
pull’ job, not a year-to-year project. 
It is impossible to plan a completely 
effective advertising campaign with- 
out providing a basis for proper con- 
tinuity of the campaign itself.” 

Donahue & Coe, Inc., New York, 
was re-appointed agency for the 
period of the three-year campaign. 


Rails in Tie-up 
A total of 28 railroads operating 
into Chicago will undertake an ad- 
vertising campaign next year to 
bring East and West bound exposi- 
tion visitors into the city, in coopera- 
tion with Chicago’s New Century 
Committee. Folders describing at- 
tractions in the city will be distribu- 

ted monthly by the railroads. 


Gets Gr rabow Pipes 


M. Linkman & Co., Chicago, has 
placed its advertising account with 
Simons-Michelson Company, Detroit. 
Linkman manufactures Dr. Grabow 
presmoked and Courtleigh pipes. 
Magazines, newspapers and college 
papers will be used. 
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ADVERTISING AGE 


July 18, 193g 


|Gamble Company, which spent a total 
BULOVA HEAD | of $168,429 during the period. Of this 
| total the largest single slice went for 


LIST OF SPOT 


accounted for $94,577 than liberal indications of the size 

RADIO USERS In third place was Standard Oil of of spot broadcasting expenditures. Net Income 
New Jersey, with an expenditure of Se 
$163,295, crowded hard by General | Houser to Continue $18,883,935 


14 Spent Over $50,000 for 
3-Month Period 


New York, July 14.—Fourteen users 
of spot radio spent more than $50,000 
on the stations measured by Publish- 
ers Information Bureau during the 
first quarter of this year, the latest 
period for which complete figures are 
available, and five of these spent 
$100,000 or over. Since PIB mea- 
sured only 139 stations, the figures 
give only an indication of spot expen- 
ditures, rather ‘than a statistical pic- 
ture of the entire field. 

No. 1 user of spot broadcasting dur- 
ing the period was Bulova Watch 
Company, whose station breaks and 
spot announcements were heard so 
frequently that time charges totaled 


promotion of Lava Soap, on which 
$42,743 was spent, while the com- 
pany’s various soap flakes and chips 


ing revenue to Publishers Informa- 
tion Bureau, and since they do not 
include the heavy expenditures on 
baseball broadcasting during the late 
spring and summer months, may be 
considered as conservative rather 


Mills, whose total was $156,853, more} Dr. Arthur Kolstad and Richard L. 
than half of which boosted Wheaties. | Hull will continue Houser Associates, 
Chevrolet Motor Company, with ex-|Inc., market and personnel research 


penditure of $126,469, completed the 
group which used more than $100,000 
of time for spot broadcasting during 
the first quarter. 

Those which spent from $50,000 to 
$100,000 during the period, in order, 
were: 

Miles Laboratories, $89,522. 

RCA Manufacturing Company, $83,- 
484. 

Kroger 
pany, $59,852. 

Lever Brothers, $59,829. 

Sterling Products, $59,763. 

Carter Medicine Company, $56,661. 

Tide Water Associated Oil Com- 
pany, $55,425. 

Consolidated Drug Trade Products, 
$54,873. 

Brown & Williamson Tobacco Cor- 
poration, $51,023. 


and Bohemian lager. Lanpher & 
$206,002 for the three months. These figures, as noted, cover only | Schoenfarber, Providence, is the Program and Talent 
Second place went to Procter &|139 stations reporting spot broadcast- | agency. 


Grocery & Baking Com- 


|service founded by the late J. David 


Houser, according to announcement 
by South Norwalk Trust Company, 
executor of the estate. Head- 
quarters will remain at 271 Madison 
avenue, New York. 


Preaches Prestige 
Pioneer Suspender Company, Phila- 
delphia, will launch an institutional 
campaign this month in trade papers 
to acquaint customers with the back- 
ground and policies of the company. 
Spreads will be used monthly for the 
rest of the year. Lavenson Bureau, 

Philadelphia, has the account. 


Old Tap in Boston 


Enterprise Brewing Company, Fall 
River, Mass., has launched a news- 
paper campaign in the Boston Rec- 
ord-American, featuring Old Tap ale 


— 


WHERE BROADCASTING DOLLARS GO 


Taxes $5,763,935 


Rent, Maintenance, 


Depreciation, etc. 
$24,441,228 


Advertising and Selling Expenses $5,551,202 
Wire Charges $7,489,065 


Agency and Brokers’ 
Commissions 
$16,982,960 


Salaries 
$20,433,709 


$32,500,677 


This breakdown shows the disbursement of $132,046,711 which, according to the 

Federal Communications Commission, was the total income of all networks and 

629 broadcasting stations operating on a commercial basis last year. For analysis 
of sources of income see page 2. 


the state grant him any such arbi- 
trary or unreasonable privilege un- 
der his license.” 


W yatt in New Job 
J. M. Wyatt, formerly manager of : 


the marketing division, Calvert Dis- 
tillers Corporation, New York, has 
been given the new title of director 

of marketing and, in addition to 


sales plans, will be responsible for 
advertising, sales promotion, pub- 
licity and banquet departments. 


Adams in Chicago 


Roland M. Adams, formerly with 
Manz Corporation, Chicago, has joined 
KE. F. Schmidt Company, printer and 
lithographer of Milwaukee. Mr. 
Adams has been engaged in advertis- 
ing art and layout for many years. 


——— 


Canvassers Regarded As 
Persona Non Grata 


Shreveport, La., July 14.—New 
trouble loomed today for direct sell- 
ing companies as the Louisiana Su- 
preme Court upheld a Shreveport 


ordinance making house-to-house Blonder to Produce 
canvassing a misdemeanor. The H. Blonder Company, Cleveland, 
law forbids “solicitors, peddlers,| formerly a distributor of wall paper, 


and 
merchandise” 


itinerant merchants 
vendors of 


hawkers, 
transient 


has started production of Gold Seal 
brand, and has placed its advertising 


“é 
Dixtz Diversifies—T hing s 


5 . Hons i. 4 hws account with Ohio Advertising 
have happened—are happening—south of the from ——. me and upon private yoo cy. Cleveland. Newspapers, ra- 
f : , . , a residences” unless they have been | 8°@Cy, ane, NOWEre . 
;Mason and Dixon Line. No longer is Dixie a one-crop “requested or invited ® do so by dio and posters will be used. 
country. While Cotton still is King, he is far from being an absolute the owner or occupant.” The law ~ mea 
: ‘ , , . , ‘ 4 99 
monarch. The South is rapidly developing new crops and new industries. excepts sellers of milk, ice, dairy Lingnor for “Journal 
Tung trees and soybeans are an example of the former; kraft pulp and products and vegetables, held to Roland M. Adams, formerly with 
paper mills, of the latter. There are also many others. Newsprint from supply a public need from day to | Manz Corporation, Chicago, has joined 


day. 
In securing a recent permanent 
injunction against enforcement of a 


Midwest representative. He also rep- 
resents three other Gillette publica- 
tions: Mida’s Criterion, Water Works 
& Sewerage and Oil & Soap. 


southern pine has interesting possibilities. A significant expansion in the 


livestock and dairy industries is under way. Lower costs and nearness to 


certain raw materials beckon alluringly to northern manufacturers. 


Some similar law in Emmettsburg, Ia., | 

have answered the call; others will follow. CLIENTS: WATCH THIS Real Silk Hosiery Mills, Indianap- : a ——— 
CHANGING PANORAMA IN THE SOUTH AND SEE WHERE YOU olis, also won the ruling that their 
CAN TIE IN WITH IT TO YOUR ADVANTAGE.”—Babson’s Reports representatives are not “peddlers,” 
= hence are unaffected by such 

June 20, 1938. os 

Statutes. The Louisiana court was 
less eulogistic about roving repre- 


To “tie in” with fullest effectiveness and greatest isentatives of any description, how- 


oe economy use Progressive Farmer, the South's leading farm-and-home ever. 
my ie 
: magazine, with 960,000 circulation in 14 states, published in five separate Frauds Are Alleged 
editions, edited by a full time staff located for most advantageous service si , wa : 
Many frauds,” it asserted, ‘are | 


to Southern agriculture at Raleigh, Birmingham, Memphis and Dallas. |perpetrated upon unsuspecting | 


housewives by strange peddlers in | 
the sale of their shoddy goods, and | 
|many fraudulent schemes are! 
| worked upon them.” 
| While the State of Louisiana 1i- | 
censes peddlers, the Louisiana legis- 
lature granted Shreveport a new 
jcharter in 1937. This specifically 
|}gave the city the right to “regulate 
suppress” peddlers as a nuis- 
ance. The court seemingly = con- | 
| firmed the authenticity of this char- | 


low cost of 
Why 


not tie in through the farm magazine most influential in bringing about 


Progressive Farmer offers an exceptional combination—the 


wide coverage plus the strong reader influence of localized service. 
this “changing panorama” in the South? 


“IN THE RURAL SOUTH, IT’S PROGRESSIVE FARMER” 


- — 


lor 


Thousands of ready-to-use illus 


J : Pa iter, while denying that itinerant | oo trations, on all subjects, - 
eee _ isalesmen possess any common law) available for your inspection. 

; ea ‘ right Write, wire or phone 
ei EICH No law, it declared, gives al KAU FMANN & FABRY co. 


250 Park Ave. NEW YORK Daily News Bldg. CHICAGO carte | 49g §. Wabash Avenue ° Chicago 


| Telephone Harrison 3135 
| 106 West 43rd St. NEW YORK. Phone Bryant 9-668 


jlicensed peddler the right 
| blanche to enter a private residence 
for the sale of his goods. nor does 
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FLECTRIC RAZOR 
FIELD GETS 3 
MORE ENTRIES 


Ingersoll, Ronson, Casco 
Join the Fold 


Rand Model, $9.50 | 


} 

Bridgeport, Conn., July 15.—| 
General Shaver Corporation, divi-| 
sion of Remington Rand, Inc., is | 
placing on the market a new elec- | 
tric razor, to be called the Rand! 
Shaver, retailing at $9.50. Feature | 
of the product is a “revolutionary” | 
shaving head, which will also be} 
installed on the Remington Close- 
Shaver, selling at $15.75. 


a | 


New York, July 13.—Three addi- 
tional companies, each important in 
its own line for years, are currently 
entering the electric shaver field with 
products priced at $7.50, $10, and 
$15. New entries in the market are 
Art Metal Works, Inc., Newark, mak- 
er of Ronson lighters; Casco Products 
Corporation, Bridgeport, Conn., man- 
ufacturer of automotive accessories; 
and Ingersoll-Waterbury Company, 
Waterbury, an old standby in the 
watch and clock industry. 

None of these shavers will be sup- 
ported by major advertising cam- 
paigns for the time being. Ingersoll 
and Waterbury have not named an 
agency for razor promotion, while N. 
W. Ayer & Son, Inc., New York, de- 
clares that its acquisition of the Casco 
account is too recent for definite ad- 
vertising plans at this time. 

Art Metal Works has been plan- 
ning to enter the shaver field for some 
time, and has formed a subsidiary, 
Ronson Products, Inc., to distribute 
the product. It will sell for $15 and 
is declared by the manufacturer to 
be “the shaver which starts where 
others leave off.” 


Features Regular Blade 


The most unique feature of 
Ronson shaver is its use of a hollow- 
ground blade, similar to those used 
on straight razors. This feature is 
supposed to enable as close a shave 
as with a straight razor, plus extra 
safety, comfort, and speed. The 
maker claims “no breaking-in period 
necessary.” 

Other Ronson features include a 
round, microscopically-thin, shaving 
head, a fan-like blade which cools the 
head, and a built-in device which pre- 
vents radio interference. The recom- 
mended method of using is a spiral 
motion which is said to stimulate 
circulation like a finger massage. 
The “Casco 75,” as the product is 
hamed, will sell for $10 and $15, with 
the more expensive model boasting a 
jeweled finish for distribution through 


jewelry stores. Like other late ar- 
rivals, it claims to eliminate the 
breaking-in period and to give “a 


} ” 
Cl 


ser and smother shave. 
Eliminates Vibration 


Novel Casco features include 11,000 
lineal inches of cutting action per 
inute without vibration, which is 
said to compare with 125 lineal inches 


Preserve American Democracy! 
Sound Liberal Thinkers 


| Want to read this pamphlet analysis of 

f depression and unemployment. They 

study the methods outlined for cor 
economic evils 


THE UNITED STATES OF AMERICA 


INCORPORATED 
F. Zimmers, M.8., explains why the 
ster new deal cannot succeed; and how 
tem can be geared up to modern 
methods 
es A. Beard says analysis 
constructive line correct."’ Lowell 
Enjoyed it enormously.’ 
zs of 24 gripping pages c a copy; 
0 You'll want the other 3 copies 
Mail your order today—or wider 
r book store. Be informed on the most 
ed plar 
I P 
Sstitute of Economic Research 


Publishing Dept. Section C 
Philadelphia, Penna. 


the | 


| 
| 


for competitive products; six “L” 
shaped cutting blades which are in- 
verted so as to “whisk” instead of 
scrape; and an unusual head design 
to prevent pinching of the skin with 
a cutting action said to be equally 
efficient regardless of the direction in 
which the razor is stroked through 
the beard. 

Like Roto-Shaver, Casco anticipates 
developing a market for women users. 
Different models styled particularly 
for depilatory use are now under de- 
velopment. Whether or not Casco 
will go as far as Roto-Shaver by ad- 
vertising in women’s magazines is 
not now known. 

The Ingersoll electric shaver is the 
only one of these new razors to be 
advertised to date. Large-space in- 


sertions in five trade papers this | the leading national distributors who! York. 


month heralded the product, but no 
consumer promotion is on the im- 
mediate horizon, according to Robert 
G. Brown, sales manager. First de- 
liveries were promised July 15, and 
the company will concentrate upon 
obtaining distribution for the pres- 
ent. 


Offers Money-Back Pledge 


Ingersoll’s biggest selling point is 
its price, $7.50, with a one-third pro- 
tected profit for dealers. Further, it 
will be sold on a money-back guaran- 
tee, and the company wants to test 
this feature before embarking on a 
national campaign among consumers. 

Although the Ingersoll price of 


$7.50 is not a new low for the field, 
|it does represent a counter claim to 


_Richardson-Oswald 


assert that a quality razor cannot be | 
sold for under $15. One private 
brand shaver is being sold at $2.98 
by Gimbel Bros. Inc., New York de- 
partment store, and others have been 
retailed at $5. 


Agency Liquidates 
Richardson-Oswald, Inc., Cleveland, 
liquidated its business as of July 15, 
it announced last week. The agency 
was founded in 1921 and since then 
has handled many national accounts. 
W. E. Richardson is president and 
Charles Oswald, vice-president. 


Atlas Moves 


Atlas Advertising Agency, Inc., has 
moved to 570 Seventh avenue, New 


Edwards in Chicago 
Vincent Edwards & Co., New York, 
has opened an office at 520 N. Michi- 
gan avenue, Chicago. The company 
publishes Retail Ledger, Furniture 
Record, Hotel Bulletin and Furni- 
ture Manufacturer. 


Hunter Arms Agency 
Hunter Arms Company, Fulton, 
N. Y., manufacturer of the L. C. 


Smith, Hunter and Fulton guns, has 
appointed Hutchins Advertising Com- 
pany, Rochester, to handle its adver- 
tising. Magazine advertising will 
start with September issues. 


Anfenger Named Agency 

Dr. D. D. LeGear Medicine Com- 
pany, St. Louis, has appointed An- 
fenger Advertising Agency, Inc., St. 
Louis, to handle its account. 


Farmers 
aren't 


@ Ross Federal survey proves preference for WOW on Nebra- 


ska farms. 
7” 


* 
try coverage. 


Shows farmers are discriminating, “radio-wise” listeners. 
Proves WOW advertisers receive complete town and coun- 


Get the complete, startling story in WOW’s new broadside, 


“Farmers Aren’t Hicks.” Now on the press... write for 


yours today! 


590 KC 


WOW-Omaha 


5,000 Watts 


John Gillin, Jr., Mgr. 
John Blair Co., Representatives 
Owned and Operated by the Woodmen 


of the World Life Insurance 


Society 


ON THE N. B.C. RED NETWORK 
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Advertising Produces 
Profits 


The Fourth of a Series of 1938 Success Stores 


Philip Morris Zooms to 


4th Place 


in Brisk Field 


New York, July 13.—Climaxing a 
sensational five-year record of contin- 
uous sales growth with a claim to 
fourth-place cigarette ranking, Philip 
Morris furnishes one of today’s out- 
standing examples of the power of 
advertising to overcome the twin ob- 
stacles of adverse business conditions 
and keen competition. Sspecially 
notable is the fact that Philip Morris, 
starting from ‘scratch at the lowest 
point of the depression, fought its 
way upward without any deviation 
from a policy of strict price mainte- 
nance. 

Philip Morris & Co. Ltd. Inc. is 
not the largest of cigarette advertis- 
ers. In a field where annual appro- 
priations frequently hover near eight 
figures, its expenditures which 
reached a peak of $900,000 last year, 
seem comparatively modest, yet it 


has sold more cigarettes per dollar of 
advertising than any other manufac- 


y 


turer by hammering incessantly on a 
single theme and skillfully combin- 
ing showmanship with the cumula- 
tive power of repetition. A single 
agency, Biow Company, has handled 
the account since its inception. 


Debut Followed Bank Closing 


The story of Philip Morris cigar- 
ettes starts with the depression. 
Initial advertising was by radio and 
was launched in April, 1933, just a 
month after the nation’s banks had 
been closed by Presidential order. 
That year the company did not spend 
more than $250,000 and sales did not 
quite reach a half-billion units, yet 
so soundly was the foundation laid 
that volume was hoisted more than 
400 per cent the next year. Contin- 
ued growth brought the 1937 total to 
almost eight billion, and Vice-Presi- 
dent Alfred Lyon, who is Philip 
Morris’s present commander on the 


SIGNOR ROVENTINI—JOHNNY TO YOU 


Soin the millions 
who yearly smoke billions of 
PHILIP MorRIs cigarettes 


Philip Morris Cigarettes 
permit the full enjoyment of 
fine rich tobaccos, anham- 
pered by throat irritation. 


sales front, wubinite predicts that 
1938 production will pass ten billion. 
Here is the sales record since 
Philip Morris started: 
1933— 433,000,000 
1934—1,800,000,000 
1935—3,250,000,000 
1936—5,000,000,000 
1937—7,900,000,000 


What were the advertising and 
merchandising policies that achieved 
this result? To get the true picture, 
it is necessary to go back to 1931 
when “Mac” McKitterick and “Rube” 


Ellis obtained control of the Ameri- 
can Philip Morris company, then 12 
years old, with annual sales of about 
$3,000,000. Its principal brand was 
Marlboro, priced at 20 cents. The first 
move of the new owners, McKitterick 
and Ellis, was to get into the 10-cent 
field with Paul Jones. 


Decide to Tackle “Big 4” 
They soon decided that another 
move was necessary to improve their 
profit picture. Marlboro, at 20 cents, 
had only a limited sale, and the mar- 
(Continued on Page 29) 


WO 


During this same time KSTP has been the 


LA 


preferred station by local and national advertisers 


SAINT PAUL 


25000 WATTS 


Stanley E. Hubbard, President & General Manager 


MINNEAPOLIS 


| 
| 


or our NATIONAL REPRESENTATIVES: 


For Rates and Schedules, Address: Ray C. Jenkins, General Sales Manager, KSTP, MINNEAPOLIS-ST. PAUL, MINNESOTA, 
In New York, Chicago, Detroit and San Francisco—Edward Petry & Co., 


Inc. 


UNLIMITED TIRE 
WARRANTY HELD 
VOID IN OHIO 


Termed Violation of Insur- 
ance Laws 


Columbus, O., July 13.—The Ohio 
Supreme Court today upheld the 
ruling of Ohio’s Superintendent of 
Insurance, H. J. Duffy, that the un- 
limited road hazard tire guarantee 
as used by leading mail order 
houses, chain stores and other mass 
distributors of private brand tires, 
is illegal under the state’s insur- 
ance laws. The ruling specifically 
was against the Western Auto Sup- 
ply Company in a test case brought 
by Ohio’s attorney general. 

Independent manufacturers of 
standard brand tires, who have been 
waging a consistent fight against the 
road hazard warranty for several 
years, heralded the decision as a 
significant factor which will enable 
them to carry their fight into every 
state in the nation. They claim the 
widespread use of the unlimited 
guarantee against any or all road 
hazards has cost the industry $10,- 
000,000 a year. The road hazard 
warranty was inaugurated in 1931 
by Standard Oil. Its use became go 
widespread that practically all tire 
manufacturers adopted it as a de- 
fensive measure. Last November, 
however, leading manufacturers 
substituted a standard life-time tire 
warranty sponsored by the Rubber 
Manufacturers Association. 


Six States United 


The Duffy ruling said that the un- 
limited guarantee constitutes insur- 
ance and that filling stations, mail- 
order houses and automotive chain 
stores are not licensed to sell insur- 
ance. Similar rulings followed in 
Arizona, Arkansas, South Carolina, 
Georgia and Kentucky. 

The life-time guarantee of the 
Rubber Manufacturers Association 
reads as follows: 

“Every tire of our manufacture, 
bearing our name and serial num- 
ber is guaranteed by us to be free 
from defects in workmanship and 
material, without limit as to time 
or mileage, and to give satisfactory 
service under normal operating con- 
ditions. If our examination shows 
that any tire has failed under the 
terms of this guarantee, we will 
either repair the tire or make an 
adjustment on the purchase of a 
new tire.” 


R-J Gote Maper 


Redfield-Johnstone, Inc., New York, 
has been appointed to handle adver- 
tising and merchandising for Mapor 
Corporation, New York, maker of 
household cleaners, a subsidiary of 
Rap-i-Dol Distributing Corporation, 
New York. 


INTERNATIONAL 
PRINTING PAPERS 


Ticonderoga Book 
Champlain Book 
Saratoga Book 


Saratoga Cover 


Lexington Offset 


———T 


Made by 
INTERNATIONAL 
PAPER COMPANY 


220 East 42nd Street 
NEW YORK, N. Y. 
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WBC MOVES TQ (Gilmore Chosen | _ FEST CHOICE N OUTBOOR AOVERTING ART ~ Agete Joine Brewery 


| Jacob Ruppert Brewery, New York, 
| 


for Poster Art — 


SOLVE PROBLEM = Honors in West! 


Los Angeles, July 13.—Gilmore Oil 
5 4 ’ Company, of this city, has been 
: = awarded first honors in the outdoor 
advertising art competition held in 
: ns connection with the Pacific Coast Ad- 
i suf vertising Clubs convention here. The 
; Affiliated Outlets Agree to winner was chosen from 116 entries 
. representing 11 Western states. 
Fixed Charges Entered by Botsford, Constantine & 
Gardner, Gilmore agency, the poster 


; was created by John H. Weiser, ac- 
Fe New York, July 14.—Following the} count executive and vice-president of 
be 


has appointed C. C. Agate assistant 
promotion manager. He was _ for- 
merly an account executive with 
Rickard & Company, New York, and 
previously, assistant managing direc- 
tor, Association of National Adver- 
tisers, New York. 


Changes Name 


Surgicai Equipment Magazine has 
changed its name to Surgical Busi- 
ness. New offices will be located at 
220 Elizabeth avenue, Newark, N. J. 


KGGM Joins CBS 


Station KGGM, Albuquerque, N. M., 


Selected from 116 entries representing the best outdoor advertising in the eleven | Will join the Columbia eer ak tee 
acceptance of new contracts by an/the agency, and designed by artists Western states, Gilmore Oil Company, Los Angeles, won first place in the poster | System Sept. 1 as a member 0 e 
overwhelming majority of its affili-| Will Foster and Earle Tralle. design contest conducted at the recent PACA convention. CBS mountain group. 
1 ated stations, National Broadcasting |. .__-__ 22 - a = _ 
Company today reported progress 
M toward standardizing rates for cut-in 
‘ announcements on network pro- 
crams. All but ten stations, on both 


Red and Blue chains, have agreed to 
adopt a flat charge, and network offi- 
cials are expecting the others to fall 
in line in the near future. 

Wide variations in rates for cut-in 
announcements have constituted a 
yexing problem with most of the ra- 
dio networks, and have given rise to 
serious complaints on the part of ad- 
vertisers. In the past it has been 
the custom for some stations to 
; charge “all the traffic would bear” 


and instances have been cited where 
ra the cut-ins cost more than the time 
ty itself. 
ry Chain Breaks Not Affected 


The cut-in announcement here re- 
ferred to is the local tie-in, planned 
by a network advertiser, and fitted 
a into the program. This is not to be 
‘ confused with the chain-break, which 

is a spot announcement inserted by 
‘ the local station before, or after, or 
{ in the middle, of a network program. 
It usually follows immediately after 
the station identification which is re- 
quired at certain intervals by FCC 
rule. The chain-break announcement 
is also a vexing problem, but one 
which has thus far escaped solution. 
; The new NBC contracts do not affect 
A chain-breaks. 
: Under the new contracts, NBC affi- 


«ali 


liates agree to set up a flat charge 
for cut-ins, or local tie-ups, which 
becomes part of their rate cards. 
The charge is proportionate to time 
charges, and, of course, varies for 
$ different stations. The basis of the 


j charge is the service of the local U Ay MOTHERS VOTE TIME THEIR 
a announcer, and the fee is designed . ? 


Ba 
. to cover the entire program time, so Sy EC Oo me D GC H Oo I Cc E M A G AZI N E x 
& that there is no additional cost, 
, whether one or more cut-ins are used. 


Position of Other Networks 


Columbia Broadcasting System is 
reported to be working on a solution 

¥ 'o the same problem, but has not yet 
made any announcement of its plans. 
Muiual Broadcasting System is 
less concerned with the cut-in an- 


, : nouncement problem, due to a differ- 
, i ent mode of operation. Mutual uses 
a this method as a means of “localiz- 
ing” network programs, and makes 
’ no extra charge. The cost of the 


eut-ins is included in MBS stations’ 
me charges. 


WU _____J & 


MORE POWER! 


By early fall, WFBR, 
will be operating on 


5000 WATTS iL-s.) 
1000 WATTS 


In Baltionore, ita 


WFBR 


... because after Good Housekeeping’s house- 
keeping help, the news is most important to them. 


Detailed survey on request! 


ON THE NBC RED NETWORK 


ONAL REPRESE 
DWARD PETF 
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HAMMOND CALLS 
FTC DECISION 
‘VINDICATION’ 


—— 


FLUORESCENT TUBING PUT TO MAJOR TEST 


» 


|) Sa ee igen 
“@ FORT PITT 


Commission's Action Good 
Advertising, He Says 


Chicago, July 11.—Though 
Federal Trade Commission sharply 
restricted the advertising vocabulary 
of the Hammond Clock Company, as 
applied to the Hammond organ, in a 


cease and desist order issued Satur- P 


day, the company today expressed 
satisfaction with the verdict, which | 
permits it to continue to advertise 
the instrument as an organ. 

Laurens Hammond, president of 
the company, said that the blindfold 
tests conducted by the Federal Trade 
Commission in the chapel of the Uni- 
versity of Chicago proved a good ad- 
vertisement for the company. In the 
tests, made for the benefit of musical 
experts, the Hammond, considering 
its price, compared favorably with 
the $75,000 pipe organ which floods 
the chapel with music, he said. 

Mr. Hammond also declared that 
the claims to which the commission 
objected have not been used in the 
company’s advertising for three 
years. 

The FTC order calls on Hammond 
to cease from representing, directly 
or otherwise: 

1. That the Hammond organ, as 
now constructed, motived and oper- 
ated, 

a. Can produce or reproduce the 
entire range of tone coloring of a 
pipe organ, which is require¢ or nec- 
essary for proper or adequate ren- 
dition of the great works of classical 
organ literature; 

b. Is capable of producing or re- 
producing a range in harmonies or 
partials equivalent to the range in 
harmonies of a pipe organ; 

c. Is capable of producing or re- 
producing the entire range of musi- 
cal tone colors or effects; 

d. Has available to the organist an 
infinite variety of tones covering the 
diaposon, string and reed families; 

2. That the tones produced by the 
Hammond organ are an improvement 
over those of any modern organ of 
recognized merit; 

3. That the Hammond organ is 
comparable in the production of pipe 
organ music to the ordinary $10,000 
pipe organ; 

4. And from making any claims 
or representations of like or similar 
import. 


Calif. Candidates 
Buy Time on NBC Net 


Phillip Bancroft, candidate from 
California for the United States Sen- 
ate, and the Merriam-for-Governor 
Campaign Committee, also in Cali- 
fornia, have purchased time on NBC 
California networks for the current 
campaign, running through August. 

Erwin, Wasey & Co., San Francisco, 
is in charge for Bancroft, and Lowe 
Features, San Francisco, for the Mer- 
riam committee. 


Reve Mall interest 
in “Better Fruit” 


Ursel C. Narver, advertising man- 
ager of the Oregon Grange Bulletin 
for six years, has become co-owner of 
Better Fruit, Portiand, and will be ad- 
vertising and business manager. He 
will also continue with the Grange 
paper 

Loren H. Milliman, farm editor of 
the Oregonian, is the other owner. 


. 
Increases Page Size 
Better Homes and Gardens, Des 
Moines, Iowa, will increase its page 
size, effective with the September is 
sue, from 8 by 12 in., to 9% by 124% 
in 


ellie HOTELS 


with 


THE HOTEL. MONTHLY 


Jumbo ABC and ABP 
! by JOHN WILIX Inc. CHICAGO 


the 


Installed on the face of a bluff overlooking downtown Pittsburgh, this new colored 
spectacular is now telling Fort Pitt Brewing Company's sales story to an estimated 
94,000 people daily. Batten, Barton, Durstine & Osborn placed the order through 
Pittsburgh Outdoor Advertising Company. 


Bride Returns 
and Del Monte 
Suggests Tuna 


San Francisco, July 14-—-On the 
theory that the honeymoon is over 
and the June bride is the house- 
keeper of July, requiring judicious 
advice on how to feed the groom, 
California Packing Corporation broke 
its summer campaign on Del Monte 
tuna this week in the August issue 


In New Quarters Miller Expands 


Zinn & Meyer, Inc., advertising A. George Miller, Inc., Chicago pho- 
agency, has moved to 342 Madison | tographer, moved to larger quarters 
avenue, New York. at 43 E. Ohio street, July 15. 


= | of American Home. 


The full page in color gave the 
newly-made little woman, as well as 
those with somewhat more experi- 
ence in keeping the master in good 


humor, no less than six suggestions 
on how tuna can be disguised to look 
like six different dishes. 

With the arrival of fall and the 
bridge season, emphasizing the value 
of quickly prepared meals, the De] 
Monte tuna refrain will be picked up 
by Better Homes & Gardens, Ladies’ 
Home Journal and Woman's Home 
Companion. Color will be used in 
virtually all copy, though some units 
will be half pages. McCann-Erickson, 
Inc., is the agency. 


Waddell in New Post 
C. Eugene Waddell, formerly with 
Fuller & Smith & Ross, Inc., New 
York, has joined Wm. B. Remington, 


Inc., Springfield, Mass., as creative ex- 
ecutive, copywriter and associate ac- 


count executive. 


DAILIES’ MILLINE RATE 
STEADILY DECREASED 


Cost of space per line in Spokane's dominant dailies 


has been steadily decreasing. 


This is shown by the recently released Audit Bureau 
of Circulations figures for 12 months’ period ending 


March 31, 1938. 


Here are the figures showing Milline rates back to 


1926— 

12 Months 
Ending* 
Dec. 31, 1926 
Dec. 31, 1927 
Mar. 31, 1929 
Mar. 31, 1930 
Mar. 31, 1931 
Mar. 31, 1932 
Mar. 31, 1933 
Mar. 31, 1934 
Mar. 31, 1935 
Mar. 31, 1936 
Mar. 31, 1937 
Mar. 31, 1938 


| 
| 


| SUNDAY 


| 


Advertising Representatives—JOHN B. WOODWARD, 


LUMBER 


THE SPOKESMAN-REVIEW 


MORNING 


Inc.—New 


A. B. C. Audit Milline 
of Circulation Rate 
87,677 $2.79 
90,786 2.70 
93,405 2.89 
- 92,135 2.93 
91,738 2.83 
91,397 2.84 
84,994 2.94 
81,706 3.06 
88,008 2.84 
96,819 2.58 
108,759 2.57 
111,065 2.52 


*No audit in 1928. A. B. C. changed dates of 
audit at this time. The audit for period ending 
March 31, 1929 covers 15 months. 


The A. B. C. audit shows the com- 
bined circulation of The Spokesman- 
Review and Spokane Daily Chronicle 
at the highest point in their history, 
exceeding 1929 by 17,660. 

Average net paid circulation of 
the Sunday Spokesman-Review for 
12 months ending March 31, 1938 
was 78,517, also a record figure, ex- 
ceeding 1929 by 18,922. 
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TEMPTATION FOR SUMMER APPETITE Schlitz and Schmidt 
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The consumer department was ad 
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+ attract enough support to reach 
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Consumer Unit 


Killed in N. Y. 


nv. July 12.—-Advertisers es 
the threat of increased regula 
i) this state when the constitu 
convention in session last week- 


* 


< 


ich would have set up a depart 
yt of the consumer in the state 


yernment., 


d by the American labor party 
d various consumer groups but did 


floor of the convention. through Benton & Bowles, Inc., New York. 


SALES OPPORTUNITIES 
FAR ABOVE AVERAGE 


According to the rating made by Forbes magazine 
in its June |, 1938 issue, SPOKANE is one of the 10 
"best" cities in the United States. 

The entire Inland Empire is listed in the Forbes pri 
as having made a continued improvement for one mon 
or more, and business here is rated favorably as com- 
pared with a year ago. 

In number of building permits is- 
sued in Spokane, the first 5 months 
of 1938 are highest in city's history 
—value of permits, highest for any 
year since 1929. 


Spokane department store sales 
Ist third of 1938 are down only 5%, 
over same months 1937. 


Underlying reasons: Big govern- 
ment payroll at Grand Coulee dam 
(world's largest man-made structure) 
west of Spokane—the fact that 1937 
brought Inland Empire farmers their 
biggest return since 1930 while, a 
bumper harvest is assured for 1938 
—1937 mines profits in district high- 
est in history and 1937 lumber output 
best since 1929 with 1938 conditions 
generally favorable in both indus- 
tries — the lucrative tourist traffic 
breaking records. 


ts 


me x 


a WM CRARD COULE 
© 

spokane Dnily 

WASHINGTON EVENING 


i> ‘€ 
$2 HELLMANN'S 


Wholesome fresh fruit plus Hellmann's mayonnaise feature this new 24-sheet 
poster which is being used throughout the country during the summer months 
| by Best Foods, Inc. It was lithographed by Forbes Lithograph Company, Boston, 


Settle Difficulties 


An action brought by Joseph 
Schlitz Brewing Company, Milwau- 
kee, against Schmidt Brewing Com- 
pany, Detroit, charging infringement 
of its registered trade-mark, has been 
settled out of court in favor of 
Schlitz. 

The Schmidt brewery has agreed 
to discontinue using the same type 
of trade-mark; the use of the words, 
“Famous Beer” and “Established in 
1873.” 


Flynn to KOCY 
Ed Flynn, formerly with E. Katz 
Agency, Detroit, Detroit News and 
the Toledo Blade, has joined Station 
KOCY, Oklahoma City, as sales rep- 
resentative. 


rnciseo—COLOR REPRESENTATIVES—Sunday Spokesman-Review Magazine and Comic Sections—Associated Weekly 


SUNKIST HOLDS 
POSITION WITH 
HEALTH APPEAL 


But Other Fruit Juices 
Threaten Supremacy 


Los Angeles, July 14.—The health 
appeal, inaugurated by California 
| Fruit Growers Exchange in 1936, and 
|augmented by fresh evidence this 
year, has succeeded in keeping 
Sunkist oranges “at the top of the 
housewife’s shopping list,” W. B. 
Geissinger, advertising manager, 
said today as he checked mid-year 
results against a flood of new com- 
petition. 
| Like a good general, Mr. Geis- 
singer appraised the strength of the 
| enemy accurately at the beginning 
|of the season, and brought up 
,enough heavy guns to maintain the 
}advantage gained by heavy and con- 
| Sistent advertising for many years. 
The results of his survey were 
brought to the attention of the en- 
tire Sunkist organization, to stimu- 
late interest in marketing the larg- 
est Valencia crop in history. 

Mr. Geissinger found that both 
fresh fruits and canned juices are 
waging a desperate battle for the 
markets won by the oxchange. 
Among the former are. peaches, 
pears, cantaloupes, berries, melons 
and apples; among the latter, pine- 
apple, tomato, and grapefruit juice, 
in addition to dairy orangeade. 


Battle for Display 


One of the features of this battle 
has been the jockeying for position 
on the shelves of the grocers and 
produce retailers. 

“The fact that most fresh fruits 
have a relatively short season,” Mr. 
Geissinger told his members, “and 
that they are highly perishable, has 
a tendency to cause dealers to dis- 
play them ‘up front,’ at the expense 
of oranges.” 

In the canned juice field, tomato 
juice has made tremendous strides 
and in the 1936-37 season 15,000,000 
cases were packed. This compares 
with a mere 190,267 cases in 1928-29. 
Pineapple juice has reached the 5,- 
000,000 case mark. 

Against this fierce competition 
and the somewhat depleted purses 
of housewives, the California Fruit 
Growers Exchange pitted new and 
convincing evidence of the sound 
basis for its claim that orange juice 
has no peer in preserving the teeth 
and in aiding their growth. The Ex- 
change interviewed 4,474 dentists 
and received what Mr. Geissinger 
characterized as “the highest en- 
dorsement any food ever received 
from a profession.” 


Advertising at Peak 


The competitive situation has also 
been a decisive factor in the 1938 
schedule of the Exchange. May ad- 
| vertising was comparatively light as 
far as magazines, newspapers and 
radio were concerned, but the num- 
ber of impressions was heavily in- 
creased in June, when fresh fruits 
poured into most markets. From 

(Continued on Page 23) 


ANPA Continues Series 


The “Good News” copy recently 
run in newspapers by Kenyon & Eck- 
hardt, Inc., New York, has been re- 
produced in the second of a series of 
full-page newspaper promotion adver- 
tisements released by Bureau of Ad- 
vertising, American Newspaper Pub- 
lishers Association. The “Good News” 
advertisement lists favorable sales 
statements by eight of the agency’s 
clients and bureau copy runs beneath 
the reproduction. 
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“It's from my wife. 
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THE BETTER HALF'S IDEA OF MERCHANDISING 


SGRAKA 
HUNTER - 


Boot and Shoe Recorder 


my first day on the job.” 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


Vol. 9, No. 29 


July 18, 1938 


A New Classification 


5 Cents a Copy, $! a Year Peaceful Sweden remains peaceful, | 


Patent Rights and Advertising 


|when the patent period expired, he 


The owner of a patent is given 
an exclusive privilege for a term of 
years for the use of the ideas 
which it covers, thus supplying an 
incentive to the inventor or patentee 
to make his discovery public prop- 
erty. During the term established 
for this exclusive right of manufac- 
ture, he has every opportunity to 
serve users of the product under the 
favorable conditions which his pat- 
ent has given him. But what hap- 
pens then? 

Business 
strated in 
that sole 


experience has demon- 
innumerable instances 
reliance on exclusive 
patent rights is not sufficient pro- 
tection against strong competition. 
And even though those rights at- 
tract business during the term cov- 
ered by the patent, the holder must 
do more than merely supply the 
demand. He must build his busi- 
ness so strongly, through aggressive 
merchandising and advertising, that 
competition will not be able to break 
through when the patent expires. 

A certain well-known manufac- 
turer has entrenched himself firmly 
in the market during the period 
covered by his patent. He realized 
that to make the most of his ex- 
clusive rights, he must exploit the 
market and win acceptance for the 
type of product which he had pat- 
And he realized that 


ented. also 


The Tower Magazines Case 


advertising 
shock 


Buyers of 
ceived a 


space re- 


severe when they 


|to indicate a circulation 


read of federal indictments returned | 


against executives of the 


funct Tower 


now de-| 
| 
Magazines, on the}! 


ground of circulation frauds which, | 


it is alleged, cost advertisers more 
than $1,000,000. Circulation guaran- 


teed was from 1,200,000 to 1,300,000, 


| 


while, it is charged, the actual num- | 


ber of copies sold was from 500,000 
to 900,000. 
Since Tower magazines were sold 


primarily if not exclusively through | 


the stores of the F. W. Woolworth 
Company, and since the circulation 
records of the publications were 
audited by the ABC, advertisers will 
be interested in knowing just how a 
discrepancy of the proportions de 
scribed could develop. 

It may be assumed that the F. W 
Woolworth Company had no part in 
misrepresenting the volume of maga 
zine sales in order to give the pub- 
lisher a better sales story. Yet its 
records must have been the primary 
information on which 
statements were based 


circulation 
How could 
they be distorted or falsified in orde1 


rg the wt 


| tion of the case than has been forth- 


| but with so many bellicose neighbors | 
| around it, it has its doubts. And so| 
|Stockholm newspaper readers re-| 
cently were advised of the merits of | 


must be so firmly established in his | 


arkets that competitors would be 
per * distodes him. Till folkets skydd mot | 
Now that the expiration date of dverrumpling 


the patent is approaching, competi- 
tors are planning to utilize the idea 
in their own products, but few of 


them are optimistic regarding the ~ 
yolume of business which they will ' me wap 
be able to obtain through the avail- | ana teat etna 


ability of the patented idea. They | we ne | 
realize that in addition to having : ait ae 
had a patent on a good product, | uk eke 
the manufacturer possesses some- | 
thing even more valuable than an 
exclusive manufacturing right—the 
good-will of the consuming public, 
which has learned that this particu- | 
lar. manufacturer makes good prod- 
ucts, and recognizes their quality 
under his trade name. 

It is of course true that, like most 
manufacturers whose business is 
based on the ownership of a patent- 
ed product, this company has ob- 
tained additional patents which 
cover exclusive features which have 
been developed since the original 
invention was recorded. But it 
does not regard them as offering 
the same sort of effective protection 
which public acceptance for its 
trade-marked line of goods has cre- ce 
ated. This manufacturer is 
against inroads. 


| 


er endo ow myndigheterne hitt godkenda 
folkgasmasken 


oie | 


safe ’ oe | 

| ° | 
| 
| 


400,000 to | 
700,000 larger than actually entaied? | 

The Audit Bureau of Circulations 
does not pretend to be a policeman, | 
as we understand its function, and | ,),,, terrifying-looking “folkgasmas- | 
yet the ordinary examination and| Ken” shown in this advertisement. | 
checking of records in a case of this | Complete with all the necessary parts 
kind, with one primary outlet, should|and gadgets, and dated to insure! 
not have presented insuperable ob-|freshness, the lovely thing sells for | 
stacles to the development of the | 18 Kronen 
actual facts. Perhaps there was 
something in the situation which | Friendly Gesture 

Recently James Thomas Chirurg 


prevented the ABC, in the diligent | 
exercise of its auditing function, | Company, Boston agency, sent a let- 
publication representatives 


from learning that the records it ex-|ter to 
amined did not coincide with the| Which undoubtedly brought an unfa- | 
facts. It would be interesting to | Miliar glow of warmth to the space | 
know what it was. | Salesmen’s breasts. 

We believe that the advertising| Perhaps a major portion of this | 


; ‘ agency's success lies in the fact that 
field is entitled to a fuller explana- publications, through their represen- | 


tatives, have worked hand-in-hand | 
with us on our ideas,” the letter said, | 
in part. “Merchandising, market re- 
search, publicity, position . . . a/| 
score of ways in which advertising 
can be made more effective have been | 
ours for the asking. And that has | 


coming thus far: not for the purpose 
of trying the defendants outside the 
federal court in which their cases 
will be heard, but to determine what, 
if anything, can be done to give ad- 
vertisers and agencies better assur- 
ance that circulation figures have 
been subjected to thorough and ef- | liked 
fective audits. 


“So this letter is to tell you that we 
j 


Ad-libbing 


| reads, 
for emphasis?” 


| uor was here to stay. 


don’t forget. Perhaps (for this letter 
is addressed to all our publication 
friends)—-perhaps we place no space 
with you . . and never have. That 
is still more reason why you should 
keep your story alive before us. 
Whenever you are over this way 


} come in and tell it.” 


Prescott Winkley, space buyer, 
signed the letter, and we'll let you 
guess how many salesmen he has 
been interviewing lately. 


. Enter Gertrude Stein 


While all the controversy rages 
about the 27 points of Townsend & 
Townsend, wags are insisting that 


one of the most important points was 


Stein, and 
repetition 


Gertrude 
plenty of 


suggested by 
“Has it 


They get their cue from the recent 


T & T advertisement in the New York 


Sun, and specifically from these three 
paragraphs: 

“At no extra cost to you. 

“At no extra cost. At no extra 
cost. At no extra cost. 

“May we repeat—-you get these ben- 
efits—-at no extra cost.” 

Which is emphasis emphasis em- 
phasis with plenty of emphasis. 


Jottings 


Last fall any number of newspa- 
pers, magazines and radio stations in 
the corn belt were sending out ears of 
golden corn to prove how rich their 
markets were. And now one agency 
gardener of whom we know has 


proved the merit of their samples to | 


her own complete satisfaction. She 
has planted half a dozen seeds in the 


office flower pots, and has a flourish- | 


ing stand of feed corn getting ready 
for the huskers. . 

Prohibition will never return in 
this country, says the Ladies’ Home 
Journal after a survey of women 
showed that two-thirds felt that liq- 
Most interest- 
ing observation: “Seventy-five per 
cent of the younger wives as against 
52 per cent of the older women be- 
lieved that companionate drinking of 
husbands and wives promoted connu- 
bial tranquility.” 

Babies are taking to the air in in- 
creasing numbers, says Ed Bern of 
American Airlines, who reports sev- 
eral hundred passengers under 2 
years old are being carried annually 
by American ships. They have come 
as young as 14 days, but their aver- 
age is between 6 and 11 months, and 
the vast majority of them are being 
winged away for their first visit with 
doting grandparents, he says. . 

Joseph Katz, agency head, is an- 
other who is currently climbing on 
the optimists’ bandwagon. “Swat the 
fly! Kill gloom! If you can’t say 
anything good, don’t say anything. 
Join the Keep - Your - Mouth - Shut 
Club!” says he. 


London’s Advertising World com- 


been true when we were not placing | ments on Henry Luce and the rise | mining, etc., with data so arrans® 
as much space as we should have|of picture magazines, and inciden-|as to require a minimum of effort © 
|tally presents the United ‘States | the part of the men who specify ™ 


with a population of 160,000,000. 


ee 


Information 
for 
Advertisers 


The following documents may }, 
secured without charge from coy 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any national] ad. 
vertiser or advertising agency execy 
tive writing on his business lette, 
head. 


No. 1380. Chain Drug Business | 
Where Business Is. 

Chain Store Age has issued this é 
analysis of the chain drug fielq 
showing the number of unit stores 
| operated by the various drug chains 
| Cities are listed both in alphabetica) 
order and by states. 


| No. 1381. 1938 Kansas Radio Listen. 
ers Survey. 

This comprehensive study of radio 
listeners’ habits and preferences hag 
been issued by Station WIBW. Se 
ownership, economic status of fami. 
lies, listening hours, station prefer. | 
ences and program ratings are some 
of the many subjects covered in def 
tail. 


No. 1382. Brand Preference Survey, § 
Little Rock, Arkansas. . 
Issued by Arkansas Democrat, this 
study shows the brand preferences 
|of housewives in the Greater Little] 


Rock market, and covers canned} 
foods, soaps, cereals, coffee and many } 
| other household products. } 
No. 1383. 1938 I Buy Quiz. 


This analysis of purchasing habits 
in the Madison, Wisconsin, market 
issued by The Madison Newspapers 
covers brand preferences for food 
and household products, beer, elec 
tric and safety razors, tobacco prod: 
ucts and dog and cat foods. 


No. 1348. Your Primary Market— 
23,000,000 Women Who Sew and 
How to Reach Them. 


This study, issued by Simplicity 
Magazine, covers the home sewing 
market, showing the extent of pat- 
tern sales, how the sewing machine 
ranks in importance with other home 
appliances, a tabulation of Simplic 
ity’s coverage, and the status of the 
average sewing woman reached by 
this publication. y 


No. 1364. No Other Publication Does® 
This for Farmers. 
Farm Journal has Issued this bro/ 
| chure showing how it gathers news 
|interprets news that affects farming 
and delivers both in time to be use) 
‘ful to farmers. Several examples of 
the publication’s four-day writer-to f 
reader service are given. 


No. 1367. Rapid Copy Service Com 
pany Stats. 

This reference manual, tssued by 
| Rapid Copy Service Company, cod 
| tains a host of time, money and labor 
|saving applications for the photosta! 
user. Numerous lettering effects, bas 
relief, curved, and colored ’stats and 
‘stat montage are among the inter 
| esting examples shown. 
| 


| No. 1360. Happy Thought for Trav 
| ers. 

In this small folder, Railway © 
press Agency offers an outline of it 
service, with some helpful sugs® 

| tions for travelers when packing a? 
| shipping baggage. 


No. 1377. Fourth Annual Circwl 
lation Breakdown. 
| Circulation, both home deliver 


‘and total, is shown in this breat 
|down issued by the Daily News ® 
Evening News, Los Angeles. Chat 
show the trend since 1933, and ™4 
‘and tables give circulation figures © 
districts and towns in the Los 4° 
geles market. 


|No. 1378. Order Getting. 

In this brochure, McGraw-Hill P#’ 
lishing Company describes the ue 
Graw-Hill Reference Service, a st 
|of six reference units, each cover 
|a specific field such as food, te*” 


buy 
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ADVERTISING AGE 


IKE her husband, she is a farmer. So, like 


him, she must— and does—keep posted on 


i 


everything that affects their business of farming. 


But above all, she is a woman— farm wife and 


family, lives her life on the farm. And she likes 


farm mother. She keeps her house, raises her 


e 4 


Farm Journal. 


She likes the freshness and newsiness of its 


e+ "Pes 
2 * 4s? “4 +e *% 
ata . Men e, 


>» 


ings they 


pages—the way it brings her and her family “the 


last word” on the hundred and one th 


¢ OF ey 


ive 


and | 


must know in order to farm profitably 


happily. 


ir own 


Inquiries from women readers about the 


is year. 


increased 57% th 


particular problems have 


A 


issue 


t 


, in a recen 


le item, briefly illustrated 


sing 


ies from farm 


i ir 


inqu 


inging 
women at the rate of 3,000 a week, six weeks after 


of Farm Journal was br 


— evidence of 


publication, That’s pulling power! 


women read 


the intense interest with which farm 


and respond to Farm Journal. 


FARM JOURNAL 


Washington Square, Philadelphia 


THE NATIONAL NEWS MAGAZINE FOR THE 


FARM FAMILY 
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July 18, 193 


Voice o 


Urges Stiffer Front 
in Cases Before FTC 


To the Editor: Recently you pub- 
lished a report of stipulations en- 
tered into before the Federal Trade 
Commission by the makers of Lux 


soap and Lifebuoy soap. These stip- 
ulations are far reaching, and under 
them, the producers of these products 
withdraw certain advertising state- 
ments heretofore made in their ad- 
vertisements. The type of statements 
withdrawn are not only those which | 
have no scientific or technical basis, 
but statements which may re- 
garded in some instances as merely 
appraisals made by the advertisers 
of their product. These stipulations 
should be studied by advertisers for | 
they show and demonstrate the at- 
titude of the advertisers in regard to 
the amendments to the Federal Trade | 
Commission Act. 

I can see no reason why any ad- | 
vertiser should fear to express his 
opinion of the value or his appraisal 
of his services under the new law. 

Probably the for this is 
the lack of understanding on the part 


be 


reason 


This department is a 


f the Ad 


reader's forum. 


| 
| 


GREETINGS 


Seal Drive Under Way 


Letters are 


To the Editor: Editors and pub- 
lishers for the last 30 years have 
been generous in their help in the 
fight against tuberculosis. It is our 
earnest hope, therefore, that they 
will cooperate with us in the 1938 
Christmas Seal Sale Campaign. 

In 1907, when the first Seal Sale | 


was held, tuberculosis was the lead- 


of the advertiser as to the purpose |, > ‘ : 

: ‘ ing cause of death. Now it stands 
or function of an advertisement. It ls : : : 
' : . in seventh place, but it still kills 
should be borne in mind that an ad- , 1c 
‘ : 2 : more people between the ages of 15 
vertisement is not a contract of sale P , : 

, cae and 45 than any other disease. So, 
or in fact a sales proposition, but at 
most must be regarded as an invi 
tation to make a contract for sale 


Thus, an advertisement is merely an 
item of propaganda just as a public 
speech on the part of a public official. 
As speeches and narratives are per- 
mitted certain 
ments and 


} 
| 
} 


licenses, so advertise- 
advertisers entitled 
to similar licenses. There is ample 
authority in the law that the ex- 
pression of an opinion or the expres- | 
sion of an advertiser's appraisal of 


are 


his own product is permissible 
There is no limit to this, provided 
these expressions do not contain 


statements of fact. 
I believe that unless some effort 
is made to jog the advertiser out of 
his lethargy and fear for the amend 
ments to the Federal Trade Commis | 


sion Act, he will soon find that it is 
impossible for him to write an ad- 
vertisement The Commission has 
expressed the opinion that it will 
go slowly and give due regard to| 
business practices. However, if the 


advertiser submits so readily to the 
wishes of the Commission, as in the 
case of Lux soap and Lifebuoy soap, 
it may be too late, and no adver- 
tisement will be released unless pre- | 
viewed by the Commission. 


for the 
tuberculosis 


while the campaign 
tion and control 
achieved much, it 
fight must continue. 

You will find enclosed a descriptive 
folder of samples of electros and ar- 


preven 
has 
the 


of 
is obvious that 


ticles available to you without cost. 
The National Tuberculosis Associa- 
tion and its 1,500 affiliated state, 
county and city associations will 
deeply appreciate your use of this | 
material during next November and | 
December 
Danie. C, MeCarriy, 


National Tuberculosis Associa 
tion, 50 W. 50th street, New York 


vey, 
Three Toots for Gray! 

To the Editor: Skipper Carl R. 
Gray, Jr., 1B-625 Port of Hudson and 
executive vice-president of the Chi- 
& North Western Line, never 
boat nor the train either 
as a matter of fact 

He sent the card all 
skippers on the waters in these parts, 
and you should have heard them give 
one long, lusty toot for Carl. The mail 
and telephone calls poured in also 
in short, the response was marvelous 
Here was a piece of advertising that 
clicked and made a good point out of 


cago 


misses the 


enclosed to 


|} what might possibly have been an ob- 


FRANCIS FINKELHOR, 


Attorney-at-Law, New York City. 
v v ’ 


Apparently “Horror” 
Appeal Carries Wallop! 


To the Editor: We note that the 
state of Pennsylvania has launched a 
Horror Campaign of 
run in the newspapers 
As a matter of are for 
warding you a set of the proofs of a 
campaign which ran in the daily and 


advertising 
of that 
we 


to 
state 


Interest 


weekly press of the Province of On 
tario during August, September and 
October of last year It is on closely 
similar lines to the current Pennsyl 


Vania campaign 


Knclosed also are two charts, one 
showing highway deaths in 1937 as 
compared to 1936, and the other 


showing deaths by months in 1937 as 


compared to the 6 year average of the 
years 1931 to 1936 inelusive. We be 
lieve the latter chart is particularly | 


striking as it serves to illustrate that 
advertising was an important fac 
reducing the death well 
the 6 year average Unques 
tionably factors had a part 
fatal accident toll dur 
September and Octobe 
the newspaper ad 
obviously lot to do 


the 
tol Nl rate 
helow 
other 
the 
\ugust 


in 
reducing 
ing 
less 


but none-the 


vertising had a 


JI. W.G 


Direct ot Sale 


CLARK 
Cockfield 
wn. & Co. Te 


ronto, Canada 


jectionable situation 


No doubt some of your readers will | 


be interested in hearing about this 


piece and the results obtained 


Ship Ahoy! 
R. H. Davin, 
David Advertising Agency, 
St. Paul. 
[Editor’s Note: The card carried 
a friendly request to skippers to time 


their signals for the Hudson draw- 
bridge so that the “400.” crack 
North Western train, would not be de- 


layed. A complete time table show- 
ing scheduled crossings for the train 
was included. ] 


“ Anti-Sour-Puss” Clan 


Gains Many Adherents | 


—T 
a) 


you 


Editor: I wish to thank 
for your help in advancing the 
of the “Anti-Sour-Puss,” the 
spirational organization. Coming 
noonday luncheon Feb. 3, 
been and re-echoed 
throughout the States, Cuba, Canada 
the Hawaiian Islands Even 
Lake City caught on. The mo- 
printing ink, we 
dictionary says the 
in the dark 
reason for the 


the 


idea 


of oa 
it has echoed 
and 
Salt 
being 
The 


powell 


tive powell 


will say 
to see 
that is the 
of the A. S. P 

As to the picture of the cat, it 
1") smart 
representative to get atten 
the play Aunt.” 
picture carried with it the catch 
“Enuff to make a cat laff.” 

inge enuff and 


cat has 
Perhaps 
existence 
was 
used some years ago by a 
advance 
tion 
The 
line 


to “Charley's 


St whimsically the 


in- | 
out | 


vertiser 


welcome. 


| cat has lived long enough to make 


the world smyle. 
Harry M. SMITH, 
Liberty Show Printing Company, 
Pittsburgh, Pa. 


=. 


Vienna Man Headed Here 

To the Editor: This is to thank 
you for the publicity you gave me 
in your May 16 issue. 

Perhaps you are interested to learn 
that in the meantime I have over- 
come my principal sales resistance. 
No prospective employer needs both- 
ering with an affidavit, as a Chicago 
business man is kind enough to make 
arrangements for this guarantee per- 
mitting my entering the country. 

I just should like to hear your very 
kind suggestions about the best start- 
ing point. Should I make it New 
York, Chicago, Cleveland or what 
other city? I am having a very good 
friend in Cieveland who, by the way, 
is also trying to arrange an affidavit. 

Thank you again. 

Orro F. Reiss, 
Vienna, Austria. 


$e | 


. —— 
he spshibit th yphet en < wre : 


Another SCHAEFER 
BEER poster carries 
THE SEAL OF LITHO- 
GRAPHIC MERIT 


CanadaFinance 
Firm Defends 
Time Payments 


(Picture on Page 31) 
Montreal, July 12.—A _ double-bar- 
reled advertising campaign has been 
launched in newspapers throughout 
Canada by Industrial Acceptance Cor- 
poration, Ltd., seeking to help auto- 
mobile dealers dispose of their used 
car stocks, and at the same time as- 
sure the public that time payment 
purchases are basically sound, effi- 

cient economic instruments. 


Restraint Distinguishing Mark 


Marked restraint of layout and 
copy is the distinguishing mark of 
the entire effort. Instead of high- 
pressure copy, the used car promo- 
tion emphasizes simple but convinc- 
ing reasons to buy now. The second 
theme is exploited by showing how 
those who take advantage of terms 
offered by responsible finance compa- 
nies are in effect making the most 
effective and efficient use of their pur- 
chasing power in providing them- 
selves with the comforts and con- 
veniences which make for the high 


i aiatavalicdd 


*” 


THE SEAL OF LITHOGRAPHIC MERIT 


—e 


standard of living prevalent on the 
North American continent today, — 

Ronalds Advertising Agency jg 4 
recting the campaign. 


Aerogram Names Three 


The Aerogram Corporation, Ho}}, 
wood, Calif., has appointed F, p 
Jones, 228 N. LaSalle street, Chicago 
as Midwest representative; A. Hay. 
ley, 1635 E. 25th street, Clevelang 
to cover Ohio, Western Pennsylvanij, 
and Eastern Tennessee; and Kaspa) 
Gordon Studios, Boston, as New Eng 
land representative. 


“L. 1. Star” Resumes 


Publication of Long Island Dail, 
Star, New York, which ceased June 
25 after 62 years of operation, was 
resumed last week under the terms 
of a contract between Samuel I. New 
house, the new owner, and New York 
Newspaper Guild. 


=" 


Gets New Units 
The Gazette, Charleston, W. Va. 
has installed two new press units 
which will give the newspaper press 
a capacity of 96 pages. 


Gordon with on 


Eugene Gordon, formerly assistant f 
advertising manager of Brown Shoe ; 
Company, St. Louis, has joined Gard. 
ner Advertising Company, St. Louis 


“LITHOGRAPH CORPORATION 
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EXPLOITS SUPERSTITION 


THE FINER QUALITY oF TWSamuels 
WAS BEEN A Pack SINCE 1844- 
; re = 
{Lg bape : 
Ee a ‘ 
Ft 100 


‘ asp o * ne we 
” tm te ‘ 


of reader interest is re- 
ported by T. W. Samuels distillery, 
Deatsville, Ky., in its current series of 
advertisements based on the origin of 
popular superstitions. One of the lay- 
outs is reproduced here. Key Advertis- 
ing Company, Cincinnati, is the agency. 


A high degree 


Brewers Decide 
to Push Group 


Effort Locally 


New York, July 13.—A closer tie- 
up between the public reatiowe | 
activities of the United Brewers | 
Industrial Foundation and the ad- | 
vertising individual brewers, based | 
upon mutual use of the foundation 
insignia, was agreed upon at a 
meeting held in the Waldorf-Astoria | 
today, attended by advertising 
agency account executives, advertis- 
ing managers and other brewing 
executives from 12 Eastern states. 

The decision of the meeting was 
that brewers would conduct intensi- 
fled campaigns in local newspapers 
and utilize various other promo- 
tional efforts to identify them with 
such activities of the foundation as 
cooperation on law’ enforcement, 


moderation in 
nition of the public welfare. 


Discuss Law Enforcement 


William Reydel, vice-president, 
Newell-Emmett Company, and ad- 
vertising counsel of the foundation, 
reported on progress to date in the 
foundation advertising program and 
the organization’s law enforcement 
work, in cooperation with state and 
local officials, was also outlined. 

Additional meetings of the foun- 


drinking, and recog: | 


dation staff with brewers and their | 


advertising representatives, 


will 


cover other sections of the country | 


during the next few weeks. 


Vincent to LaMonica 


kdmon Vincent, specialist on com- 
munity and state promotional activi- 
ties, has joined the public relations 
organization of Thomas P. LaMonica 
& Associates, Easton, Pa., and will 
head the newly created survey service 
'o evaluate merchandising problems. 


Johns with Trommer 


\ibert B. sohns has joined the sales 
Stall of John F. Trommer, Inc., 
Urange, N. J., as manager of out-of- 
State and foreign sales. He was for- 
merly sales and advertising manager 
~ Schultz Brewing Company, Union 

ty. N. J 


GET QUALITY PRINTING— 
YET REDUCE YOUR COSTS! 


cubes oe, Tesularly and effectively at a 

: ~yrene~e saving — and still get the 

m4 quality you want and expect. We'll 

STAne how! Write Dept. G or phone 

P toe °880 for portfolio of samples and 

No an layout sheets. They’re free! 
‘gation, of course. 


Be 
A. BURGESS & COMPANY 
Div. R.C.8. 
'73 W. MADISON ST. 
Chicago, ti. 


are beginning to experience actual 
shortages in more popular makes. 


Motor Capital 
Happy As Used 
Cars Move Fast 


Baker Advances Frye 

Walter Baker & Co., Dorchester, 
Mass., has promoted Howard O. Frye 
from bulk sales manager to general 
sales manager, a newly created posi- 
tion. Mr. Frye will coordinate the 
activities of the grocery, confection- 
ery and bulk departments. Joseph C. 
Headley has been appointed general 
assistant. 


Hoyt Elects Officers 


William K. Dingledine, member of 
the copy staff of Charles W. Hoyt 
Company, New York, since 1925, has 

Used car sales in June moved | peen elected vice-president and Max 
ahead encouragingly and a number | Schnieringer, art director since 1930, 
of markets throughout the country | has been elected a director. 


Detroit, July 13.—Encouraging re- 
ports were received in automobile cir- 
cles this week indicating that the 
used car problem, frequently called 
the “bottle-neck” of the industry, is 
being solved. If the present pace of 
used car sales continues, it is prob- | 
able that by the end of the summer 
stocks will be at the lowest point 
since 1935. 


Jean Petola 


earned about selling =» 


from salmon — 


[- YOU SHOULD DROP into Petola’s busy fish 
market on lower Third Avenue and find Jean Petola 
himself behind the counter, you would never guess he 
was Finnish. Not from his appearance. Nor from his 
conversation. Nor from his name either, as a matter of 
fact. His grandmother was French and his father's 


name had been Jean. 


But if you had seen him as a boy, you would have 
known it very certainly. He was a towhead then. He 
grew up in Astoria, Oregon, in a Finnish settlement 
along the river. His father was a salmon fisherman on 


the Columbia, one of the best. 


Jean can scarcely remember when he first went out 
on the river with his dad. It was before he started to 
school, he knows that. As the boy grew older he spent 
all his summers on the river. He watched. He learned. 
At 16 he had his own boat. At 18 he was making more 
money than most men who had worked the river for 


years. He knew the river. He knew the ways of salmon. 


Then one year the canneries dropped their price to 
5c a pound. One couldn't buy gasoline for the boat and 
food at home at that price. But one could sell fresh 
fish in the country, Jean decided. He fished in the 


mornings, peddled in the afternoons. 


It was a paying inspiration. In an old Ford delivery 


truck Jean worked the roads for miles around. It 


wasn't long before he realized that he sold his day's 
catch a lot sooner in clustered communities than in the 
countryside of scattered homes. Of course—the same 
principle applied to selling the salmon as to catching 
them! He was a good fisherman because he fished where 
the salmon ran thickest. He became a good merchant 


because he sold where more people lived. 


Our Kingdom 
for a Prince, 


Clothiers Sigh 


Baltimore, July 12.—Men dress to 
impress women with their masculin- 
ity, and what the men’s wear indus- 
try in America really needs is a 
Prince of Wales of its own, Horace 
Gans, clothing designer of Richmond, 


nominated for the post, he added, de- 
signers and retailers can turn with 
more assurance to the next most 
pressing problem in the industry— 
how to make men look into mirrors 
more often and thus increase sales. 


Gets U. S. Producte 


Glicksman Advertising Company, 
Inc., New York, has been named 
agency by U. S. Products Company, 
New York, manufacturer of cigarette 
and cigar humidors. Newspapers ard 


magazines will be used. 
Va., declared today at the 57th an- ——_—— - 


nual convention of the International 
Association of Clothing Designers in 
session here. 

“We need someone to set the style 
and someone we can be sure of,” Mr. 


Princess Pat Appoints 
Princess Pat Ltd., Chicago, has ap- 
pointed Gale & Pietsch, Inc., Chicago, 
to direct its entire account. Previ- 
ously the account was handled by two 


yans said. Once somebody has been | agencies. 
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There was more money in selling than fishing, even 
when prices advanced. And so it was only a logical step 
for him to move to the city, open a tiny stall that would 
be lost today in ‘‘Petola’s Fish Market.’’ Again Jean 
capitalized on his early lesson that people make 


markets. 


One of the great key markets of the West is Portland 
—the rich city of a 40 mile trading area in which more 
than half of the families of the state live. Here is con- 


centrated spending power! Oregon has over 12 times 


the area of the 40 mile radius—yet more than half 
the sales of apparel, of home furnishings, of food and 
drugs, of liquor, are made here. Bank deposits are 67 % 


of the state’s total. 


In this prosperous concentrated area the daily 
Journal is outstanding in circulation leadership. It 
reaches 9,456 more families than the second paper, 
31,345 more than the third. You are familiar, we hope, 
with its very impressive record in lineage. In 1937 the 
Journal led the second paper by 1,925,671 lines. It is 
your most effective, most economical advertising buy 


in this major market. 


THE JOURMAL 


PORTLAND, OREGON 


REYNOLDS-FITZGERALD, INC. 
NATIONAL REPRESENTATIVES 


NEW YORK + CHICAGO © PHILADELPHIA «+ DETROIT 


SAN FRANCISCO + LOS ANGELES + SEATTLE 
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TRANSCRIPTION Offers ‘Ears’ 
FIELD ENJOYS “on Front Page 


193g 


— 
=a 


July 18, 


EXTRA! "EARS" FITTED UP WITH EYE APPEAL 
6 A. M. FINAL 


3 Out of 4 Families : 
te BAsmEBcTOR, B. C 
Read the HERALD and TIMES 


> 
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we 


Washington, July 12. — Discarding | 


the traditional reluctance of Ameri-| 


Fe 
x 


| on Front Page 
STEADY GROWTH 


National Advertisers Use 
Discs Extensively 


New York, July 14.—Extensive 
technical advances during the past 
few years have stimulated the growth 
of the electrical transcription busi- 
ness to a point where it now en- 


joys an important position as an ad- 
junct to its big brother, the network 
broadcasting industry, it was indi- | 
cated this week by a survey among | 
transcription company executives, | 
agency time buyers, and advertisers 
who have used discs. 

Although no accurate figures are | 
available, it was estimated that the 
transcription industry now does a. 
total annual commercial business of | 
$17,000,000. This does not include | 
the additional revenue derived by a| 
number of companies in the business | 
through “library” services, the leas- 
ing of musical and dramatic shows 
to stations for either sponsored or | 
sustaining programs. | 

| 
| 
| 


There appears to be no agreement | 
among those in the business as to 
the ratio of sponsored transcription | 
volume to total national spot busi- | 
ness, with estimates ranging all the 
way from 30 per cent to 90 per cent 


Flexibility a Virtue 


In addition to the technical ad- 
vances, transcription people attrib- 
ute the rising popularity of this type 
of spot radio to the flexibility of the 
medium, to the reduction in talent 
cost which makes it possible to 
bring high-priced talent to small com- 
munities which could not otherwise 
be made available, and to the elimi- | 
nation of the time clearance prob- 
lem. 
Leaders in the field pointed out | 
that the booming transcription sales | 
of recent months indicate that the | 
industry has at last “become of age,” 
and assumed its rightful place in the | 
broadcasting world. They said that 
the industry has been prevented 
from assuming such a position until 
comparatively recently because of 
mechanical drawbacks, but that re- | 
moval of these difficulties has flashed | 
the “go” signal to advertisers. 
The fact that numerous new com- | 
panies have sprung up to reach out | 
for a share of the transcription mar- | 
ket does not seem to disturb the lead- | 
ers in the field. Most of these new | 
arrivals live a short life, due to their | 
inability to meet the technical stand 
ards of the established companies 
Sales Volume Shoots Ahead | 
In spite of general business condi 
tions thus far this year, leaders in | 
the transcription field have forged | 
well ahead in sales, outstripping even | 
the gains of the broadcast networks 
World Broadcasting System, Ine., 
veteran in the field by virtue of its 
1929 origin, chalked up a 24 per cent 


increase in commercial business dui 


ing the first six months of 1937 
Transamerican Broadcasting & Tele- | 
vision Corporation, started only in 


1936, reported a 100 per cent upturn 
in its business during the same pe 
riod. 

advertisers 


A number of major are 


listed among. the transcription 
clients Chevrolet, which at one 
time was using 400 stations, is still | 
ising 200 despite hard times in the 
automotive industry Other big 
names among transcription clients | 
are Armstrong Cork Company, Coca- 


Firestone Tire 
21) 


Cola Company & Rub 


(Continued on Page 


DISPLAYS 
Designers & Builders | 
woven, anrtuiog » tiaietatee overs 


ADVERTISER'S DISPLAY STUDIOS 
825 So, Wabash Ave. - Chicago, Ill, - Webster 4236 


can newspaper publishers to offer ad- 
vertising space on front pages, the 
Washington Times and Herald this 
week took a tip from their English 
cousins and blossomed forth with two 
new preferred positions on Page 1— 
the “ears,” adjoining the mastheads 
of the respective papers. 

First advertiser to take advantage 
of the new policy was Chestnut 
Farms Chevy Chase Dairy, which 


tied in its copy very neatly with the 
daily weather report and emphasized 
the refreshment buttermilk gives in 
Washington’s noted sultry weather. 
The “ears” are being offered at $60 
each daily and $40 on Sunday. 


Papers Explain 


Aware that the innovation would 
cause comment among readers as 


well as advertisers, the papers car- 
ried a special box on the front page 
calling readers’ attention to the nov- 
elty and remarking that the practice 
will probably “cause flurries of the 
heart among the timid brethren of 
this business.” 

“As a matter of fact,” the papers 
remarked, “we would be delighted to 
take credit for originating the prac- 


tice, but we have to admit it is an old 
English custom. The London Er. 
press, with a circulation of 2,500,000 
daily (world’s largest); the London 
Herald, the Daily Mail, and all the 
other British publications carry ad- 
vertising vignettes. Even the staid 
old Times of London goes so far as 
to devote its entire frst page to ad. 
vertising!” 


Truscon Standard Steel Buildings have been advertised in Business Week for 
years. Recognition of the importance of executives in company purchases, plus 
the fact that Business Week reaches more executives per advertising dollar 


than any other general magazine or general business magazine, constitute 
basic reasons for their continued schedules. But here’s another reason*, re- 
ported by Truscon Steel Company: 


a Western contractor sent an inquiry on 
a Truscon standard steel building to one 
of our District Managers. The result was 
an order for a $12,355 building. 

“A short time later the owner decided 
to erect another building. Well pleased 
with the first one, he went to the same 
contractor who in turn came to Truscon 
with another order —this time for a $19,800 


“Several months ago, in response to a 
Truscon advertisement in Business Week, 


building. 


Fhe alee 


“ Because of the larger size, it was nec- 
essary for the contractor to seek the assis- 
tance of a second contactor in erecting the 
building. A month or two after this, the 
second contractor received a building job. 
Remembering his pleasant experience with 
Truscon, he called them in on the job. 
Another order — for a $17,658 building. 


“ Thus, from one little coupon, grew 


orders for three Truscon standard build- 


ings with a total value of $49,813.” 


*A little over a year ago Truscon told us of another instance in 
which their advertising in Business Week accounted for a sale 
of an $85,000 Truscon standard steel building. 


advertise in 


A MCGRAW-HILL PUBLICATION 
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‘ president of the Alexander company; = §hqverlite Drive Set Bureau Issues “Facts 
Cites Advances >. ». AlexanGer, vice-president in | Plans have been completed for a “Advertising Facts,” first of a new 

ae charge of production; Frank Gibbs, | test campaign for Shaverlite, electric| series of mailing pieces designed as ’ 
in Advertising national representative; and B. C./ +a2or attachment made by Merchan-| sales ammunition for newspaper ad- 


ccm ment stores from coast to coast, cou- | pers by the Bureau of Advertising, 


° Alexander, Midwestern sales super-| disers, Inc., New York. In addition to| vertising, has been released to adver- 
Movie Shorts visor. cooperative advertising with depart-| tisers, agencies, and member newspa- 


pon copy will appear in the New York | American Newspaper Publishers As-| 


Heneph Names Agency 


| Times’ magazine section, Esquire, and | sociation, New York. The series will | ILDERS 
colorado Springs, Colo., July 12—)| Jasper & Lynch, Inc., New York,/ at least one other national magazine.| contain data such as success stories, | 
The development of sponsored films | has been appointed to conduct a na-| Swafford & Koehl, Inc., New York, surveys, new campaigns and new copy | 


an advertising medium was at-|tional newspaper campaign for! has been appointed agency. | ideas. = renee sen the oaneens | —_——— 
ate 5 - 2 tion re- a story o ogers Pee ompany as out- ’ . 
bil ij to improvements in technical | Sulpho-Sol, a sulphur prepara tory 0 ; a “ C tf t R | 
ey entertainment quality at the an-| cently acquired by Heneph Corpora-| yo. Whelan Medium lined in the recent full-page promo- ome ons ucTiON BvIVa 
= * aeeiameaetl .| tion, Kingston, N. Y. 
— ‘Comaene, Re Bio ——— George J. Turner, former president | bureau. 
ander Film Com y 2 ‘ of Wheeler Advertising Corporation, | 
week-end. Chief emphasis was placed) New Sport Publication New York, has joined the sales staff | 
jess commercials. | official publication of North American| Company, New York, representing) Robert Jordan has been appointed New York, July 12.— Although the 
" Featured speakers were M. E. Sportmen’s League, will make its United Cigar-Whelan Stores Corpora- | sales manager of _Dufaycolor, Inc.,|cooperative advertising project * 
zetterholm, General Screen Advertis-| how about Aug. 1. Headquarters| tion’s new “Selvertiser,” point of pur-| New York. He was for merly with A. 
: and American Builder and Building 
— ———————————————————————————— —- ——— : Age to revive home construction is 
ammeniiss only five weeks old, 41 newspapers 
the campaign, with advertising ex- 
penditures to date estimated at $65,- 
000. 
are already carrying the series of 
seven full-page advertisements pre- 
pared by J. Walter Thompson Com- 
are now trying to line up local spon- 
sors to finance the drive. 
The United States Chamber of 
addressing its local affiliates in sup- 
port of the plan, and field offices of 
the Federal Housing Administration 


{tion advertisement released by wa . : : 
_ Objective of Drive 
on the possibilities of one-minute-cr- | North American Sportsmen’s Guide,| of Lester P. Doidge Advertising | Jordan to Dufaycolor 
4 : started by The Producers’ Council 
ng, Inc., Chicago; J. Don Alexander, | are at 522 Fifth avenue, New York. | chase advertising medium. Iselin & Co. and R. H. Macy & Co. 
] i. * ’ . > | 
have found local sponsors to finance 
In addition to those papers which 
pany, 300 other dailies in 45 states 
Commerce has lent a helping hand by 
have also rallied to the cause. 


Sponsors Cover Wide Field 


Newspapers already successful in 
gaining additional linage through 
this cooperative effort have found a 
wide variety of local sponsors. Lum- 
ber companies, building contractors, 
electrical firms, decorators, banks, 
building and loan companies, and in- 
terior decorators are among the 
groups helping to finance the effort. 

The project has seemed so attrac- 
tive in a pair of cities, Schenectady 
and Charlotte, that two newspapers 
have been able to carry the copy. To 
date, moderate-size cities have been 
most receptive to the plan. 


Bureau Siete 
Breckenridge 
As Sales Chief 


New York, July 13.--Wilder Breck- 
enridge, of the advertising staff of 
True Story, has been named sales 
ie > manager for the Bureau of Advertis- 
= = a be, ing, American Newspaper Publishers 
wp, itt Tus FOR PROMPT Berey Ne a cs. : ne Association. The appointment, which 
Gedied totem : . Poe eri follows the recent selection of George 
, f Benneyan as research and promotion 

and vacant lots give executives the Ki : a | conte | ae ne 

tee roo) aa yansio rogram. 

jitters when a new plant or plant expansion is needed in a {sin brome , Mr. Seketaaiiiin served previously 
hurry. That's why Truscon is called into action so. often. = &y, {ae eal se bay ger with Crowell Publishing Company, 
@ Think of it! A complete, permanent Teves owe Build- & ~ ona ro ee oy Ae , 1G Curtis Publishing Company and 
ing... ready for use... in only a few weeks’ time! Any type rattan od Prvey ana ee pe! ERY 9 Comic Weekly. He is 39 years of age, 
... any size... any arrangement of doors and windows . .. any ’ wae? acetitngy” See wats ‘ TY gl i em, . attended Cornell University and 
type of roof design ... your particular specifications can be : Many nal ia, aceon ye aos served with the Royal Canadian fiy- 
met exactly! e The cost? Surprisingly low. Any one of Truscon’s if ” i) hs tS ied ing corps during the world war. 
fifty-seven sales offices will consider your problem and sub- ed Ole “sn tea ae ana 
mit complete information, including cost. Write us... today! 


New Citrus Head 


Fred S. Johnston has been named 
general sales manager of the Florida 
Citrus Exchange, Tampa. He suc- 
- ee - * i io ' . - | ceeds the late E. E. Patterson. The 

; exchange has earmarked $100,000 in 
its budget for the coming season for 
advertising and merchandising. 


Theses Advertisement Appear eo Engineering New Me. ord— Se 


Irwin to Monsanto 


3 ee F ff James W. Irwin has resigned as a 

Truscon advertising is prepared by the G. M. Basford Company e = a ; * 2s | member of the general staff of the 
New York and Cleveland » sa pa — operating division of General Moters 

; Corporation, Dayton, O., to join the 


| F aa ie AS: ‘ . * ; management staff of Monsanto Chem- 
er. on * 14 | ical Company, St. Louis. 
Uj S | 7 | ee Fr. Loup Eastman Scott Renamed 


id ve ee | Eastman Scott Advertising Agency 
THE EXECUTIVES BUSINESS = Es oy 


Atlanta, has been renamed to handle 
North Carolina’s advertising  pro- 
gram for the next fiscal year 


* | “EE For A Dam Goop D MARKET USE 
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{ 100,000 farmers like our station best 
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COURAGEOUS MERCHANDISER WON'T RETREAT 


= 


| 
| 50 per cent, of the cost of newspaper | 
|advertising which features Palm 
— suits exclusively. Retailers 


Larger Drive, Goodall 
Answer to Price Threat iirc cea. 


to advertise extensively during the 


couticineg enpeowe | remainder of July and August. 
advertising success | 


( Additional Picture on Page 31) jtention upon an 


It's the open season for 


23 ie wacive if America had a magazine reaching — to their copy every day in the week. 
- 8 million homes every week from coast to Leading British advertisers use the Radio 
coast—one home in every four throughout the ‘Times as their No. | medium. But some great {7 f’. f CS C. 
. , , . r al ¢ Oe 
; United States! Wouldn't every American adver- | American advertisers have not yet realized what = ona “ 
: liser want to use it as his No. | medium—espe- — the Radio Times can do for them in reaching the REPRESENTING R 
ae ane ) a ' ADIO STATIONS 
; cially if its rates were only $3000 a page? British market more economically, more profit- 


ae ‘“ oe ? story of the first magnitude. During|, The Goodall ¢ omgany is unique mi 
New York, July 13.—-With the tail- the entire 7-year period in which | '* field for its price maintenance | 
oe a clothing | ptm Bench suits have been made | P2licies. From the time the pood KI LLI NG PROFITS 
season virtually at hand, and hard |by Goodall, the fundamental policies Beach line was launched in 1931, long | 
vu the heels of two months of un-|9¢ promotion based on cooperation | Pefore fair trade laws were enacted 
seasonable weather, the Goodall Com-| with retailers, have remained un-|>Y 4% States, Goodall has insisted | 
pany, Cincinnati, this week executed | changed. Spee pews stability. W hat = equally | Right down the line — slashed prices are doing theirdeadly 
a bold merchandising stroke that} From humble beginnings in 1931,|"¢™@rkable is that retailers have ob-| iob...Killing incentive, killing hopes, killing profits. 
took the men’s apparel industry by | advertising expenditures for Palm served this set price, when | 


surprise, announcing first, that it 


Beach last year reached the million- 


tive summer garments were being 


price-cut at the first opportunity. 


All suffer alike: wool growers, fabric makers, manufacturers, 


retailers, and the great Army of America’s workmen. 


will remain unswervingly loyal to its| dollar mark with some 70 per cent T sab ite Gastaaie of tact 
: ca , : ; ) prove that this formula of price | 
price stability policy, and second,|of that total being spent for cooper- Picts. sil ped poatiens rite he It takes courage to stand alone in a field of slaughter...1t 
j rj ¢ 7 © © . > 2 *T € ; © 2 ‘ , , . ? * . . 
that it will augment Palm Beach | ative newspaper promotion for which tion has paid dividends, Arthur takes courage to stand olone—and keep faith —while 
suit promotion as evidence of its|the manufacturer paid half the bill. Bei mey “ ea ; " ‘ 
j j ‘ _ ' Goodfriend, associated with L. 8S.}| prices are being shot down, like men before a machine 
conmeence in chat policy : . one pan nas boon fos $1 = = en Goldsmith, of Lawrence C Gumbin- gun But the Policy we maintain has been acclaimed by 
Putting to rest rumors that this|in newspapers for each suit, with re- : / <4 ee 7 
year’s cool weather during May and |tailers splitting the cost with Good-| "®™ ©” the Goodall account, told the successful Retail Store —and we mean to hold the flag 
June—always the peak months in|all ADVERTISING Acre that sales volume of Retail Profit at the mast head—just as long as those 
selling men’s summer suits—would| Faced with the crisis brought on | #@§ i seven-fold a a v | whom we serve believe in that Policy. 
' ° rin - amis anki -orret i nats 
force Goodall to join the general|by unseasonable weather in early | @CO™Mpanied by corresponding Hoos 


price-cutting to which retailers have 
resorted in order to move surplus 
stocks, the company took full-page 
space on three successive days in 
Daily News Record to make it clear 
that $17.75 will be the “all-summer” 
price for Palm Beach suits. 

Such courageous action in the face 
of a demoralized market focuses at- 


summer, Goodall decided to promote 
as never before. Until this year, 
major advertising expenditures have 
been lumped in May and June, with 
promotion tapering off in July and 
August. In order to maintain its 
established price, the 
is modifying the cooperative plan by 
offering to pay 75 per cent, instead of 


manufacturer | 


in the advertising budget. 


Sees Crucial Test Ahead 


“This summer is the supreme test 
of our policy of price maintenance,” 
declared Mr. Goodfriend, “for never 
before has bad weather so 
the market for summer 


are sticking by our guns and making 


3 ers fee 


reduced | 
suits. We} 


| 


July and August are the hottest months of Summer— Plain 
logic makes them volume months...The Palm Beach platform 


—and your full mark-up —will make them profit months... 


sing hee Os O80 ans 
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appeennal Ae. 


Startling A 


nt on the way...watch your mails 


GOODALL COMPANY 


CINCINNATI 


cutting the heart out of prices. 


Instead of following the path of least resistance, Goodall Company, Cincinnati, 
decides to stand its ground and reach out for Palm Beach suit sales instead of 
Advertising allowance to dealers was boosted 50 
per cent as proof of the company's determination to maintain its policy. 


fore.” 

Goodall does not expect the retail- 
ers to make the fight alone. A\l- 
though no other summer wear manu- 
facturer has ever spent heavily for 
advertising in July and August, ac- 
cording to Mr. Goodfriend, Goodall 
has rallied to the support of its re- 
tailers by taking a full page in the 
August Esquire, preparing entirely 
new campaigns for dealers to sell 
Palm Beach garments in mid-summer, 
and extending its outdoor advertising 


| contract negotiated earlier this year. 


How Goodall has been able to keep 
its distributors from price cutting 
has long been one of the wonders of 
the retail world. Mr. Goodfriend 


it even less expensive for retailers to | dising campaigns prepared each seéa- 
sell more Palm Beach suits during | son. 
the really hot months than ever be-| community is able to employ entirely 


Thus, each distributor in a local 


different sales promotion from his 
competitor who also sells suits bear. 
ing the Palm Beach label. This nat- 
urally makes it easier to induce the 
retailer to join the cooperative plan 
since he knows his mats, displays 
and letters are not the same as those 
used by neighboring dealers. 

The Goodall Company is also an 
extensive national advertiser in its 
own right. A dozen national maga: 
zines were used during the regular 
campaign this year, as well as out. 
door posters and some radio. 

Goodall has introduced a new slo 
gan and seal for the July-August 
drive, and retailers must display this 
seal in newspaper copy to earn thé 


gives a number of reasons. Among|75 per cent allowance. The keynot 
ae Ke them are the complete advertising| is, “The coolest suit for the hottest 
BRE RE Natt Sse! cooperation, including mats, display | months.” 


In June, London Society goes to the polo at Hurlingham 


nelish Surprise 
for American Advertisers! 


DO YOU KNOW that England has 
a good class magazine with 4 


lish newspapers. Each issue goes to over 1.000.000 
families in the top brackets of purchasing power, 


cards, direct mail, and every type of 


the dollar value of a Goodall fran- 
chise and their unwillingness to risk 
losing it by price cutting; “and the 
fact that Goodall dealers are selected 
from the top crust of retailers and 
therefore include less potential price 
cutters than would otherwise be the 
case, 


Local Appeals Emphasized 


selling ammunition, in addition to 
the liberal newspaper space allow- NNPA Elects Wyckoff 
ance; the knowledge of retailers of| Bradford Wyckoff, promotion man 


ager, Troy Record, has been elected 
vice-president of the National News 
paper Promotion Association. He 
succeeds Vernon Myers, formerly pro: 
motion manager of Des Moines Reg 
ister and Tribune, who is now with 
Look, Des Moines. 


Exide Booklet Out 


The Electric Storage Battery Com 
pany, Philadelphia, has issued “Fifty 


Another unique feature of the| years of Achievement.” ; ot 
= me ap CRE Ee ars svement,” a _ bookle 
. VyY6 And the Radio Times is read more intensively | Goodall promotion system is that|showing various uses of the Exid 
limes the coverage of LI hi: than any other British publication. Independent | there are eight complete merchan-| battery since its inception in 1888. 


England has built up in the last 10 vears just 
Radio the 


official organ of the British Broadcasting Cor- 


such a magazine. [It is the ‘Times. 

poration. Because it is the only publication in 

Ieneland that publishes radio programmes a 
" | 


week in advance. it has a guaranteed weekly net 


surveys prove that 90% of all subscribers refer 


. or write to: Adver- 


ably. 


tisement Director. British Broadeasting Corpo- 


Consult your ageney 


ration Publications. 


land Place. W. 1. 


Broadcasting House, 
London. 


Leading American products advertised 


Port- | 


Chicage 


We have proof of what can be done by 
concentrating on selling a few stations. 


pr sil sale of over 3.000.000 coples—one home in every in the RADIO TIMES... 

. hae . . . ¥ —_ 
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LIFE INSURANCE 
‘EXPOSE’ WILL 
KEY NEW DRIVE 


institute Denounces Most 
Policies As ‘‘Misfit”’ 


New York, July 12.—A _ national 
campaign to sell “Behind the Scenes 
of Life Insurance,” a 48-page book by 
Oliver De Werthern claiming to tell 
people how to save money on their 
insurance, will begin July 17 in 200 
newspapers and ten magazines under 
the sponsorship of the National In- 
stitute of Research & Economics, Inc. 

The institute, formerly known as 
Oliver De Werthern Associates, has 
peen carrying on a series of test com- 
paigns for the past five months. The 
book, at first priced at $1 but then 
reduced to 25 cents, was advertised 
in the financial sections of the New 
york Herald Tribune, Times, and the 
World-Telegram, as well as in Finan- 
cial World. 

The book was also tested in 26 
Westchester and Long Island papers, 
but the major trial was conducted in 
Rochester, N. Y. After selling 12,000 
copies of the book at the original 
price, it was decided to experiment 
by cutting the price to 25 cents. One 
210-line insertion in a Rochester 
paper resulted in the sale of 1,100 
copies at newsstands in nine days. 


Book a Means to an End 


The institute does not expect to 
make money by selling the book; its 
purpose instead is to obtain prospects 
for the actuarial service which the 
organization renders. An audit form 
for the analysis of life insurance poli- 
cies is enclosed in each copy of the 
book. In the Rochester test, 600 such 
forms were returned. 

The national campaign about to 
start marks a shift in the promo- 
tional efforts of the institute. Previ- 
ously, sales efforts were concentrated 
upon people interested in finance, but 
the new drive is aimed at all people 
who own life insurance. 

Allen Kaye-Martin, secretary-treas- 
in charge of advertising, told 
ADVERTISING AGE that “95 per cent of 
the people carrying life insurance 
have misfit policies.” This is inev- 
itable, he said, because insurance 
salesmen are paid in proportion to 
the size of the policies they sell, and 
their chief consideration is their per- 
sonal advantage rather than the best 
interests of the purchaser. His com- 
pany is in the business of selling ac- 
tuarial service by which premiums 
can be reduced and protection in- 
creased, he declared. 

Magazine promotion, mostly half- 
pages, will appear in Business Week, 
Forbes, Fortune, Liberty, Newsweek, 
Scientific American, Scribner's, Time, 
and two other magazines. 


urel 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


D-X Gas Copy 
Switches from 
Usual Claims 


Kansas City, July 12.—An attempt 
to depart from the “sameness” that 
has characterized gasoline advertis- 
ing copy has inspired a new cam- 
paign for Mid-Continent 
Corporation which dramatizes 
“exclusive” lubricating content of the 
company’s D-X motor fuel. The cam- 
paign also marks 
25th anniversary. 


| 
! 


| 


Petroleum | 
the | 


Mid-Continent’s | 


The basic theme of the drive, M. C. | 


Shipley, advertising manager, ex- 
plained today, is that many groups 
of objects or products are accepted as 
being alike, but actually each has its 
own identity and characteristics. 
This idea is to be driven across in 
newspapers by means of large size 
illustrations pointing out that there 


DRAMATIZES EXCLUSIVE FEATURES 


MILLIONS OF FINGER PRINTS 


MILLIONS OF SNOWFLAKES oh 
#UT NO TWO ALIKE 


of ¥ e-lms 


7? 2 . - A 
eae rs. 


lt Libricates 


D.X Motor Fuel, wurh ies 
ex. haste haben ating com 
teat provides needed pro 


Emphasis on the individuality of millions of objects that appear alike on the 

surface is the central theme of Mid-Continent Petroleum Corporation's latest 

campaign. Two recent pieces of copy are reproduced above. Each was a 1|20-line 
insertion in newspapers. R. J. Potts & Co., Kansas City, is the agency. 


flakes, but Not Two Alike.” The idea 
is also being adapted to radio promo- 


are “Millions of Fingerprints, But No 
Two Alike”; and “Millions of Snow- 


tion with commercials pointing out 
that “there are 24,235 characters in 
the Chinese alphabet, but no two 
alike.” 

Following the likeness simile, copy 
in every instance asserts, “There are 
hundreds of gasolines, but only ONE 
D-X!” R. J. Potts & Co. is the 
agency in charge. 


New Cleveland Trustees 


The Cleveland Advertising Club 
has elected the following trustees: 
Lester F. Grimes, Fawn Art Studios; 
George F. Buehler, Buehler Print- 
craft Company; Daly Wylie, Iron 
Fireman Mfg. Company; Earle L. 
Johnson, Leisy Brewing Company, 
and Emmett Rutledge, Central Out- 
door Advertising Company. 


Callahan to Hirsh 


Emmett H. Callahan, formerly 
with Ajax Film Corporation, has 
joined Ferdinand S. Hirsh Organ- 
ization, Chicago, as sales manager of 
the stock photograph department. 


Again, a good radio station 


in order to be a good advertising medium 


must do more than merely entertain ] | \{ | NX} It must, in the final 


analysis, entertain a great many people 


of course, it must sell merchandise for its advertisers. 


better or worse, still sold through stores 


Nation’s Station not only builds 


Posaek gama oc 
| it) 


Most merchandise is, for 
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} and ultimately, 


AN 
A program on the 
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| Ly and sales through 


consumers but brings to your product strong dealer interest with its consequent 


preferential display 
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l OR POLICY nie eg apr grey te = nd INSTITUTIONAL Copy BREATHES WARMTH 
duced the price of our gasoline by an . 

AB average - 20.7 per a and the | Ape American Copy? ‘ oe 
product delivered was vastly im-|| A Thousand Times No! set 


@ i 
INSPIRES FSSo proven." London, July 6.—In his presi- A a 
Discusses Old Age dential address before the Na- Cle }l0, TU), ee 
tional Federation of Grocers’ ee 
Another advertisement, headed | and Provision Dealers’ Associa- - ee eee 
COPY IN SOUTH “We're Not Afraid to Grow Old,” tions at Llandudno, Wales, F. to grow old ! b “43 
i « a 


stresses the fact that in Louisiana W. Newman condemned “sex- 3 : 
— “more than 50 per cent of our em- |} ridden” advertising. ’ eee 
P P ° ployes are over 40,” though young | “We deplore this American say employees of the Standard # a: 
Institutional Campaign Gets men are encouraged to join the or- importation which stinks in the ‘ 
ganization, as is proved by the added nostrils of clean-thinking men 
Under Way fact that “more than one-fifth of our and women,” said Mr. Newman. 
| Louisiana employes are 30 years old “Let us have British ideas | 
or younger.” translated into advertising 
New Orleans, July 13. Standard “But we believe,” copy continues, copy, instead of the slavish imi- 


tation of Yankee sex and sob- 
stuff appeal.” 
Mr. Newman also opposed the 


Oil Company of Louisiana has em-| “the man over 40 has earned the 
barked on a new institutional adver-| Tight to employment. He has given 
tising campaign in newspapers of|the best of his youth to learning a 


several Southern states, tying in the |job. He is at the peak of his family proposal for a census of distri- 
company’s activities with some situa-| responsibilities. Here in Louisiana | bution, which he said was an 
tion of broad public interest. Me-| We have a good many of these men | idea borrowed from the waited ; 
Cann-Erickson, Inc., New York, is in| Who came to us early in life and| States and “none the better for 


charge of the campaign. count on us in their later years. that.” 

Typical of the dominant theme is We're going to stand by them now 
an insertion which calls attention to Dealete Man Over @ io 
Standard Oil’s business philosophy. So we aim to retain a man until 
with emphasis not only on “better “Furthermore, it’s good business to|he is 65, when those with requisite 
wages for our employes—but for bet-|do so. The man over 40 has reached] service are granted life annuities. 
ter wages combined with prices that | his greatest skill. Experience shows | Retirement may be made at an earlier 
let all wage earners buy more freely.” | us clearly that he is at the height of |age, particularly when an employe is 


¥ it's popular to conmder thas young ceeponsthilities. Here in Louvisiens we 65, when those with requisite service 
man's world, then the Standard Off bave 4 good many of these men who ere granted jile eunvities. Retirement 
Compeny « way cot of line. For bere came to ws in early Wile and count on us =o may he made at an earlier age, par 
to L.oevmane mere than 8% of our em- n their later Vears. We're going (0 stand = ticularly when an employee ie disabled. 


- : P s > : » _ glovecs are over 4). Not that we doo't by them now Maoy of ovr Louisians emplovecs 
In 1937, the copy points out, the |his productive power—except for aj| disabled. Many of our Louisiana em- engourage young men to join our of — Burthermore, it's good business to ere now living om retirement incomes 

’ - “s * = : . . 7 to. p ‘ genization —~ more than one-fifth of our = do wm. Th » over 4) has reached b 
company’s hourly wage rate “was far |few jobs requiring great physical ex-| ployes are now living on retirement | Laadnape exnpheyens wo $0 pM oll’ “ quhanees chih. Rapestenes thdwo ee dae an cae aig Fs lay 
above the pre-depression level of|ertion. We need him in our business. | incomes.” ; vat pa clearly that be ie at the height -vf his force, For example, since 1929 our 


But we believe the man over H) has = prodwetive power — excep: for « few gasoline price has been reduced by an 
} earned the right to employment. He jobs requiring great physics! exertion. average of 20.7%—end we deliver « 
— has seven the best of bis youth to learn- We ared bite in our buwness, veetly improved product. A tair labor 
ing a jo, He « at the peak of bis family So we sim to retain a man untilhe is policy benefits all our customers 


STANDARD OIL COMPANY OF LOUISIANA 


4k ie toe 


HOW DOES 


One of the layouts in new public relations campaign sponsored by Standard Oil 
Company of Louisiana. Each insertion is devoted to a specific problem of 
broad community importance. 


June issues, showing a drop of 18.82 


Business Press per cent against last year’s issues, 


whereas the May decline reached 
Ends Half Year 22.86 per cent. For the first six 
e months, the trade group registered 
With 10% Loss a loss of 13.07 per cent, compared 
eee 


with the same period in 1937. 
Ten papers in the class division 
Chicago, July 13.—The bottom of | showed a decrease of 22.95 per cent 
the decline for advertising volume in| for June issues. Volume for the first 
industrial papers was reached in May | half of the year was 14.16 per cent 


j TH issues, figures published last week| below that for the same period in ff 
by Industrial Marketing show. Busi- 1937. 
eee ~~ + - 


ness in June issues moved upward 


to a loss of 16.9 per cent from the McGillvra to Montreal 


low of 19.63 per cent loss in May, Joseph Hershey McGillvra, na- 
i, : compared with the 1937 months. tional radio representative, has 
/ gewe, i Industrial papers closed the first | opened an office in the Keefer bldg., 
/ “4a Sy a 9 half of the year with a loss in busi- | Montreal. This is its sixth office. 
Marg Pup, es 7, . ness of 10.8 per cent against the first aaeeememmnanines 
New. em |six months of last year when they | ; 
Chi. Yor <p fA : etropotitan u es 
: > rere @¢ 36 oY a rey , . 
(ite? . were up 22.59 per cent over the! Metropolitan Advertising Company, 
Rey Ang Phig 1936 half. ; New York, has opened a Los Angeles 
/ Dey, On les y, The trade paper group likewise has | office at 462 E. Third street, with 
\ / pink, i ) } improved its current position with| A. F. Nelson in charge. 
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AMONG America’s first 35 markets oo Pi Los Angeles stations . . . listen regu- IN THE SPRING ’ OR GO 


Inner California ranks, in per capita Se larly to these MCCLATCHY STATIONS DOWN IN THE FALL 


retail sales, as follows 


KFBK Sacramento + KWG Stockton ) 2 
oral ih The “Bee-Line” to Inner California eee eae ( OR ANY OTHER TIME } $ 
ee arn ; KM] Fresno + KERN Bakersfield 
Automotive ist rhe “ Bree’ Newspapers— Sacramento : = ‘- 
Filling Station ond Bee, Modesto Bee and Fresno Bee- KOH Reno, Nevada ——- THAT 70% OF THE 
gi Rand it 6th ate units of dominant influence in it tein Ridedbaiie Pn. Reilens 
ahi ye Tiacine loth ach of the three key distributing cen- OMSL LES amaN TOTAL U.S. TOBACCO 
a ters of this rich trading area: Sacra- Paul H. Raymer Company 
mento, Fresno, Modesto. Use the New York - Chicago - Detroit « San Francisco CROP IS MARKETED IN 


NORTH CAROLINA 


--AND THAT ALL oF 
THE NORTH CAROLINA 


families. No combination of daily 
newspapers distributed from other 


Brrs* for adequate coverage, reach- ‘ 
ing almost 60°% of Inner California Spent ,™ Meds | 
( \ c 


metropolitan centers will give as | \ 
much as 20° coverage! ‘5 A f > 


‘‘— Merchandising Service Zz, | 7 OUTPUT IS MARKETED 
wag The “Bre Newspapers maintain a j 4 
top rank merc tte service com- » 4 q WITHIN 125 MILES 
parable to the best in the nation. For = | Yt ? 
_ details write the Sacramento Bee F 4 OF RALEIGH * 
= : Only Complete Radio Coverage! JAMES McCLATCHY PUBLISHING CO. 


80°) of the radio families of Inner 


Notione! Representatives 


Calitornia which can not be cov- O'MARA & ORMSBEE INC 
ered adequately by San Francisco or 


RALEIGH, N.C. 


5,000 WATTS-CLEAR CHANNEL 
FREE & PETERS, INC., NATL REPRESENTATIVES 


NEW YORK + CHICAGO + BOSTON + DETROIT | 
Pius a Stockton Newspaper ATLANTA + SAN FRANCISCO + LOS ANGELES 
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IN KEY CITIES 


that this country might solve its sim- 
ilar problem in the same way. 


| Be Different 


with DEITIES! 


pointed out that the position of im- 
portance occupied by co-ops in Swe- 
{den has been attained only after 40 
|years of organized effort, and that 
such a firm foundation of long ex- 
perience is necessary for success. 


He | 


i 


| 


ADVERTISING AGE 


Transcription 
Field Enjoys 
Steady Growth 


| 


into the field some three years ago. 
Besides its well-known “thesaurus” 


|} service, through which NBC leases 
recorded music to some 230 station 


subscribers, the network is actively 
in the business of making sponsored 
wax programs. No figures are avail- 
able for the first half of this year, 


works, but the trend seems to be 
away from such a procedure. 
Transcription men say that there 
is little or no prejudice against tran- 
scribed shows today. One leading ad- 
vertiser, who is a major network 
client as well as a user of transcribed 
programs, made a survey of listeners 


Mr. Gjores supplied statistics to at- (Continued from Page 16) but NBC’s total transcription busi-|and discovered that there was no ap- 
| test to the growth of the cooperative| ber Company, Colgate -Palmolive-| ness in 1937, including both library] preciable difference among the lis- 
When you have a per. | MOVeMent in Sweden. He estimated} Peet Company, Procter & Gamble |service subscribers and programs re-|tening audience of the same show 


that consumer groups now account 
for 12 or 13 per cent of all retail 
the Avenue,don'thes- | t'ade in the country, and the figure 
itate an instant! Light | Ti8es to 20 per cent when confined to 
lines in which cooperatives are rep- 
resented. Well over 30 per cent of 
the families in the country belong to 
the union, and the combined annual 


Company, General Mills, Ine., Dr. 
Miles Laboratories, Inc., National As- 
sociation of Manufacturers, United 
States Rubber Company, Libby, Mc- 
Neill & Libby and California Fruit 
Growers Exchange. 

Indicative of the growing recogni- 
tion of the importance of transcrip- 
tion broadcasting was NBC's entry 


fectly logical longing to corded for sponsors, was 50 per cent 
ahead of the previous year. Station 
WOR is also on the market with 
transcriptions. 

Daytime serials and novelty musi- 
cal shows seem to be the most pop- 
ular type of transcribed shows. Some 
of these programs are recordings of 
live shows presented over the net- 


when presented by live talent or ona 
recording. 

In the early days of the industry, 
transcriptions were considered 
merely as a method by which an ad- 
vertiser could reach the rural mar- 
ket. This is no longer true today, 


drive a hansom cab up 


one of those delight- 
fully different Deities 
and drive on! Remember, 
you're different! 


since recordings are in equal favor 
in large and small communities. 


(Continued on Page 24) 


rHE UTMOST IN CIGARETTES 
now priced for ALL-DAY smoking 


| P. Lorillard Company has started a test 
campaign in several markets for Deities, 
a new cigarette. The "Be Different'’ 
theme is being emphasized in all copy. | 


C0-OPS ENJOY 
TOP ADVERTISER 
RANK IN SWEDEN 


Movement Called Solution 
to Monopoly Problem 


) New York, July 12.—-The Coopera- 

tive Union of Sweden and its affili- 
ated local groups are probably the 
largest newspaper advertisers in that 
country, it was revealed in an inter- 
view with Apverrisinc AGE by Albin 
Johansson, president, and Axel 
Gjores, educational director. Both of 
: the co-op executives are in this coun- 
try as members of the official delega- 
tion taking part in the tercentenary 
celebration of the founding of New 
Sweden. 

Mr. Gjores declared that Swedish 
newspapers generally carry three to 
four insertions an issue, placed by 
the societies in order to acquaint the 
publie with the low prices established 
in industries to which the movement 
las spread. Among these fields are 
inargarine, rubber, flour, electric 
light bulbs, linoleum and _ pottery. 
Next major objective of the union is 
the garment trade. 


Fruit of 40 Years’ Labor 


PRODUCED BY CASTLE FILMS means pic- 


tures in the tempo of today —films that will 
“Sweden has found the answer to 


\\S monopoly problem by means of co- 
operation,” Mr. Johannson declared, 
ut he was unwilling to say flatly 


accomplish their purpose. 


Castle's complete, permanent staff is both 


picture-minded and merchandise-minded. 


Castle films have a technical excellence 
second to none. They are moderately priced 


and sold at a predetermined, all-inclusive cost. 


Take the be | 


bee-line 


3 . x f / 
 to/America’s No. 1 


When a film is completed, Castle facilities 
are available for its successful exhibition from 
coast to coast. In a word, Castle dces your 
job from script to screen. 

20 years’ experience in production and 
exhibition is your guarantee of top product, 
dynamic pace, full value for every dollar spent. 


SUrTerT ert 


LE. FILMS 


PRODUCERS e@ DISTRIBUTORS 
EXHIBITORS OF BUSINESS FILMS 


CHICAGO 
WRIGLEY BLDC. 


NEW YORK 
RCA BLDG. 


SAN FRANCISCO 
RUSS BLDC. 
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DECLARES FTC 
COPY WAR WILL 
BE RELENTLESS 


Commissioner Promises End 


to Abuses 


Duluth, 


ing indefensible and 
practices in advertising as a result 
of the new Wheeler-Lea Act, 
H. March, Federal Trade 

sioner, told 


July 13.—No stone will be 
left unturned in completely eradicat- 
harmful trade 


Charles 
Commis- 
members of the Minne- 
sota Bar Association here today dur- 


UNUSUAL COVERAGE 


Pract 


Circulation This issue 60.000 


TICAL Buoer 
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eS a G FANNED Retend Honaeg Ox Stondard Material on 


Homes 


~ “4 i 
; s 
H ; 
ae Bonn, ed 
g t Poe sere | 
eek i. 
Jim Soe 
yon Ce & \ OUR ee 
7’ 
=) =% ¥ ~ q 4 
_ anasto Qxfe Aecheves Sezgwrester Suvtretens 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


| ing the course of remarks on monop- 
| oly problems. 
| Among outstanding features of the 
| Wheeler-Lea Act is the “incorpora- 
‘tion into law of provisions whereby 
| certain specific additional powers are 
conferred over false or deceptive ad- 
| vertising of foods, drugs, devices and 
the commissioner said. 
“Such practices,” he continued, “are 
| made subject to various forms of cor- 
| rective action, namely, (1) tempo- 
rary injunction where such appears 
the interest of the public; (2) 
|criminal prosecution where the ad- 
vertisement is issued with intent to 
deceive or where the product in ques- 
tion is injurious to health irrespec- 
| tive of the intent; (3) cease and de- 
| sist order of the Commission enforce- 
jable by the United States Circuit 
|Court of Appeals, or when the same 
has become final after the lapse of 60 
days without appeal, to civil penalties 
collectible in a suit by the United 
States. 


COMMISSION CLOSES 
YEAR OF ACTIVITY 


Washington, July 14.—A total of 
383 stipulations to stop false and mis- 
leading advertising were negotiated 
by the Federal Trade Commission in 
the fiscal year 1938, which closed 
June 30, according to a summary of 
advertising cases handled by the com- 
mission. 

During the year, 
of Investigation, 
newspaper, 


| cosme tics,” 


the Special Board 
which scrutinizes 
magazine and radio ad- 


vertising, recommended complaints 
in 40 cases. In that time the board 
surveyed 129,075 advertisements in 


newspapers and magazines and noted 
23,843 as containing allegations ap- 
pearing to be false or misleading. 

Of a total of 490,612 commercial ra- 
dio broadcasts received by the com- 
mission, 22,959 were considered to 
contain false and misleading matter. 
This compares with approximately 
470,000 broadcasts received in the pre- 
vious year with 24,558 marked for 
further study as containing mislead- 
ing representations. 


Nostrums Most Objectionable 


In its handling of advertising mat- 
ter, the commission found that, of the 
total advertising articles noted for 


investigation, alleged remedies rep- 


MARKS the SPOT.... 


WHERE A FREE SPENDING PEOPLE 
ARE EAGER TO RESPOND TO YOUR 
SALES MESSAGES. 


$126,868,000°°: 


IN RETAIL SALES FOR 
AMPLE PROOF THAT HERE 


1937 |S 


IS A 


RICH MARKET WORTH DEVELOP- 


ING. 


FOR COMPLETE 
ECONOMICAL COVERAGE 


OF THIS ALERT, FREE SPENDING 
CONCENTRATE YOUR 
ADVERTISING IN THE 


AKRON 
BEACON 
JOURNAL 


MARKET, 


a 
— 


STORY. 
BROOKS & 
FINLEY 
e 


* Authorily Sales Management 1938 Survey of Buying Power 


FIRESTONE BOYS STUDY PROMOTION PROJECT 


Carrying on the tire and rubber enterprises founded by their father, the late 


Harvey S. Firestone, the five Firestone 


exhibit they plan for the New York World's Fair. 
Russell A., Grover Whalen, fair president; Harvey S., Jr., 


resented 30.5 per cent; commodity 
sales promotion plans and specialties 
14.9 per cent; correspondence courses, 
stamps, coins and similar mail order 
matter 12.5 per cent; autos, radio, re- 
pairing, and other equipment 9 per 
cent; food products and beverages 6.8 
per cent; cosmetics and toileteries 6.1 
per cent; health devices, etc., 5.3 per 
cent, and miscellaneous, including 
wearing apparel, tobaccos, pet and 
poultry breeding, building items, etc., 
14.9 per cent. 

The commission procured during 
the year 524 editions of representa- 
tive newspapers and 907 editions of 
magazines, representing a combined 
circulation of 117,381,539. Pages of 
continuity received in radio broad- 
casts totaled 1,069,944. 

The Special Board of Investigation 
has been functioning as a part of FTC 
activities since 1929. It has reviewed 
the advertising columns of newspa- 
pers and magazines and, since 1934, 
commercial advertising continuities 
broadcast by radio, and also has re- 
ceived from the public complaints on 
alleged false and misleading advertis- 
ing. 


Founder of 
Farmers Guide 
Dies in Indiana 


Huntington, Ind., July 12.—Ben F. 
Biliter, founder and former owner of 
The Indiana Farmers Guide, passed 
away at his home here recently after 


several years’ illness. He was 82 
years old. 

In 1885 Mr. Biliter bought the 
Huntington Democrat, a daily, and 
in 1889 he started publication of 
Breeder's Gazette which soon be- 
came the Farmers Guide. In 1917, 
the Guide acquired The Indiana 


Farmer and changed its name to The 


Indiana Farmers Guide. Mr. Biliter 
sold the Guide to B. Kirk Rankin, of 
Nashville, Tenn., in 1923. 


HARVEY MAYER DEAD 


New York, July 12.—Harvey A. 
Mayer, 39, vice-president of Joseph 
Mayer, Publisher, Inc., owner of the 
Ringling Bros.-Barnum & Bailey cir- 
cus program, issued under the name 
of Circus Magazine and Daily Re- 
view, died here last week. 


MARTIN HOLTGRIEVE, 
OF ST. LOUIS, DEAD 


St. Louis, July 12.—Funeral serv- 
ices were held here last week for 
Martin H. Holtgrieve, 51-year-old ad- | 


vertising manager 
ware Company 
ington, Mo. 


of Witte Hard 
Burial was in Wash 


brothers examine a scale model of thed 
Left to right: Raymond C.,« 
Leonard K., and Roger S. 


Mr. Holtgrieve published the Ob- 
server, Washington, Mo., before com- 
ing to St. Louis 28 years ago. He 
was advertising manager of the 


hardware company for 27 
leaves a 


years. He 
widow and three sons. 


TEMPLETON DIES 
Exeter, N. H., July 12.—John Tem- 
pleton, 82, editor and publisher of 
the Exeter News Letter tor 50 years, 
died at his home here last week after 
a short illness. 


HOPKINS TAKEN 
Newark, N. J., July 12.—William 
B. Hopkins, 40, associated with J. 
Douglas  Gessford Advertising 
Agency, 


week’s illness. 


| Signs Stipulation 


died here last week after a | 


ee 
4 


| for Crosley’s Xervac 
| Crosley Radio Corporation, (ip. 
|cinnati, has entered into a stipula. 
| tion with the Federal Trade Commig. 
|'sion to cease representing that the 
| use of Xervac, therapeutic methog 
for hair growth, will stop falling 
hair unless the representation js 
| specifically limited to arresting the 
falling of an abnormal amount of 
hair, and will stop asserting that its 
use will enable patients to regaiy 
normal healthy hair or that it cop. 
stitutes a competent treatment for 
baldness or falling or lifeless hai 
The company says in its stipulation 
that benefits are limited to those cases 
which may be remedied or improved 
by stimulating blood circulation jy 
the scalp. 


. 

Casper Pinsker Named 

Casper Pinsker Agency, New York. 
has been appointed to handle the ad. 
vertising for International Research 
Laboratories, New York, maker of 
Lerochrome one-shot color separation 
cameras. Magazines are being used. 
Mitchell Fenberg has been named 
vice-president and will head the 
photographic division. 


Herdey Wins Contest 

James W. Hardey, advertising man- 
ager of Woodward % Lothrop Depart- 
ment Store, Washington, D. C.. won 
first place in the National Tennis 
Week newspaper advertising contest, 
an annual competition sponsored by 


Sporting Goods Dealer, St. Louis. 
Ralph Snyder, Snyder’s, Lansdale, 
Pa., was runner-up. 


Introduces Nil 


| Hirsch Laboratories, Inc., Toledo, 
has placed on the market Nil, a de- 
odorant cream which carries the 
Good Housekeeping Bureau’s seal of 
approval in its campaign in Good 
Housekeeping and Modern Magazines. 
Meldrum & Fewsmith, Inc., Toledo, 
is in charge. 


Heads Van-Tage 


Ray H. Huber, formerly sales di- 
rector, has been named president and 
general manager of Van-Tage Medi- 


cine Company, Hollywood, Calit., 
; succeeding Gilbert H. Mosby, who 
| has retired. 


Names Representative 

Fred Kimball, Inc., New York, has 
| been appointed national advertising 
representative for the Dispatch, Clay 
Center, Kan. 


ily¥n ie 
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With piogremt ee on 
population characteristics, 
/ WBNX affords a ree 
and intimate approach to the — 
//” 6,982,635 foreign residents of © 
metropolitan New York whose 
annual spendable- income — 
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SUNKIST HOLDS f : 5 . z | « Gain 6 Months 6 Months < ny 
| Company 93 93 | or Loss 1938 1937 or Loss | Sh f 
Edison Bros. Stores -+-$ 2 3 -0.8 $ 12,101,627 $ 11,779,464 2.7 | OW Loss Oo 
| Grant fe POTTS . 10.0 $0,264,106 $3,109,948 6.6 | 
Green, H. L... ae 11.0 11,601,919 12.877. 860 a9 | 
|} tJewel Tea Compan) + 3.5 10,954,915 10,543,712 +3.9 | . fe] in une 
oo, 3 a Saree ‘ 10.7 63,730,079 68,076,251 6.3 | 
oe ere -9,7 35,982,840 38,456,380 6.4 
*Kroger Groc. & Baking Co 8.0 107,931,273 118,122,419 9.0 | 
i. Cee. <p ec rere news ecas ~11.6 6,788,620 7.541.476 a9 | New York, July 13.—A decline of 
Be c ror) y Stores : 4.8 17,724,43¢ 18,381,038 3.5 18.7 per cent for ‘June sales was re 
ellan Stores -5.3 7,737,387 $/342.038 wi a oS sUne Sales ‘was Te 
Murphy, G. C... —)5.9 17,865,797 18,657,646 4.2. | ported today by 22 major chain store 
| Neisner Bros. -20.9 8,602,078 9,945,742 13.4 loatt ee 
ted from Page 11) |Newberry, J. J nani 10,254,150 1°455/26: = organizations, bringing the June to- 
flue v ave : “ - odds =l, 400,60» 6 ee ae 
aah i . : Penney, J. ©...... —8.¢ 105,295,744 115,321,685 x.6 | tal down to ogy 540 trom $247.- 
Bye June peak, the coverage will| Peoples Drug Stores —3. 52,317,001 2,186,233 1° |349,785 in June, 1937 
Jly be scaled down, reaching | {S@feway Stores . . —3.6 165,838,200 170,896,030 2.9 9,48 5 . wishes : m 
im seradu Sears, Roebuck & Co 18.9 218,619,600 243,922,968 10.4 These stores anal a loss of 11.5 
Mec qninimum in October, when | Spiegel, BS | cater ey a 6 —3.0 21,465,335 23,863,938 10.0 lper ce for May For six hs 
mnetition 18 least gruelling. Walgreen Company . 2 5.9 32,317,001 32,786,233 14 |) per cent or May. ap ees months 
pee . Ward, Montgomery & Co.... 35,744,533 3.5 161,518,402 173,387,062 6.8 | sales aggregated $1,246,405,001, a loss 
S \pout the same procedure was| Western Auto Supply Co 3,452,000 -8.2 14,739,000 15,641,000 »S lof 8.4 per cent ec ared with $1,362 
ved in the realm of “out of | Woolworth, F. W....... 23,148,530 24,236,963 as 3 133,055,491 133.879 $92 jog | OF 5.4 per cent compared with 9$1,062.- 
agelainamelne aaa? , - eee --- — | 260,513 for the same period in 1937 
me media, including spectacu- Sy) ere ..$225,660,540 $247,349,784 Ae $1,246, 705,001 $1.362,260,513 s a . : : 
Tee . 2 Je 11 Tea Co ‘ y as the ] 
3 a d walls. street car, elevated *Four week period e ende a ‘June a3. JOWE ea mpany was 1e only 
appa Ear tig te Pci gene _|¢Covers four and 24 week periods ended June 11. | organization showing a gain in June 
nd subway cards, express ae four and 24 week periods ended June 18, | | Its sales rose 3.5 per cent, and its 
+) flash paint and posting. The : —— ————— — . : : ts sales rose 3.! — ‘ 
sd : bene d here in July, in- f S “ae I “ . | Six month’s total was 3.9 per cent 
peak Wis « Jy. | . . P 2 ‘ _ rai p Or = 
stead of June, though the employ- | Gadget or omorers ssues Biggest Directory Completes Dairy Film ihe a. ig enncoheg ae of a4 8 
ment of these media is some what | W. Allison Novelty Company,| The 7th annual directory of manu- Stark Films, Baltimore, has com. | °°"! was reported 7 Sewer Stores. 
ye consistent than in the publica- Charlotte, N. C., has introduced a | facturers of variety store merchan-| pleted “Life Is What We Make It,”| A detailed report of the 22 chains 
i d radio field, on the theory | CO™Pact receptacle which clips onto | dise, to be issued by Chain Store Age|a one-reel film for the dairy indus- |i8s shown in the accompanying table 
oe oh blic ta - the move a the cigaret package and can be used Aug. 1, will be the largest it has ever|try. This is the second of a series 
ah sexed, th 5 ; “|for ashes and butts. Reincke-Ellis- | published, with 3,000 manufacturers) which sells milk without mention- . P 
arse nt e =e Sumaner. _ | Younggreen & Finn, Inc., Chicago, is | listed. ing any trade name, Gets Folding Trailer 
Though the prices” receive dy | » agency . , : ’ 
of the California Fruit ae: Saeeey: Klesa Tourlome Company, Akron, 
ences EP eget 3 . bet i F klin N d Joi B A has appointed Busbey Advertising 
syowers Exchange have varied ranrRitin ame oins oston gency Agency, Akron, to direct an adver- 
komew hat over the years, they have Saudek Has New Post Fred Franklin has been appointed Robert G. Richards, formerly with|tising cathpaign for its new all-metal 
anged Well above those of any com- Robert Saudek, formerly continu- |advertising manager of Space & Time,| Atlantic Life Insurance Company, | automatically folding complete house 
peting fruit, on a per pound basis,|jty head of KDKA, Pittsburgh, has| New York. He was formerly busi-| Richmond, has joined Livermore &|trailer, weighing less than 1,300 
.ccording to Mr. Geissinger’s an-|)heen named assistant to A. E. Nelson, | ness manage, of Tide. Knight Company, Boston agency. pounds. 


lysis. another tribute to the power lor tl manager of the Blue network | 
{ intelligent advertising. of the National Broadcasting Com- 
| pany, effective July 25. 


ISCARD TISSUE IN | 


Tustin, Cal., July 14.—After local | Conmar Products Corporation, Bay- 

xperiments with unwrapped onne, N. J., has appointed Mears 

ywanges, Tustin Hills Citrus Associ-| aqyertising, Inc., New York, to di- ps 

“9 P ssrorannig ll California | rect a campaign for Conmar slide | e ivy kK ’ A sy ba kK i> 9 I A vi ILI KS 
ru ' J « > 


f 
i is extend- | fasteners. 
b ng the plan, shipping oranges both | 
q o Chicago and New York without | 

he orange tissues which have long | ° 

istinguished Valencias. | Ol l Llng | - ™’ wD 

The saving will amount to about | | fe a P 4 eee 

. en cents a box, which is the cost of | 
4 he tissues and of the labor i on. V en. ions 
¥ polved in their use. The condition 


n which the oranges reach the con- 


. | 
0 q imer will also be ented carefully. Aug. 14-17. Annual convention, | 5 | ’ | 
ste” ete |i anette one WW AIBA AS IN CHICAGO 
ouses, in Lindsay and Santa Paula, House Craftsmen, Boston. ; 4 
| 


re also testing the new system. Aug. 16-19. Annual convention. | 
1s National Sign Association, Stevens | 
Fs Hotel, Chicago. 
y 


Outdoor Advertising Association of | 


} 
Aug. 23-25. Annual convention, | 
America, Denver. 


Sept. 12-16. Semi-annual conven. | ie was a surve 
tion, Premium Advertising Associa- 


tion, Hotel Astor, New York. 
Sept. 16-18. Annual convention. 


FIRST all week long in fofa/ audience. 
Continental Agency Network, Chi- 


cago. . 66,663 coincidental tele- FIRST in number of first-places (by half- 


Sept. 18-21. Annual convention, 


what a survey! 


Mail Advertising Service Association. phon e interviews Con- hour periods ) throughout the week, with 

Hotel Statler, Detroit. . ‘OQ “VV 9 5% ¢ ‘‘Arsts’’ th her s 

‘te ’ SSI} ZY. more ‘firsts than any other station. 
Sept. 1y-20. Southern Newspaper ducte d by ( ‘ROK . LI » ’ 7 


Mechanical Conference, Biltmore Ho- 
tel, Atlanta. 

Sept. 19-23. Seventh International 
Management Congress, Washington, 
a ©. 

Sept. 21-23. Annual conference, . . 
National Industrial Advertisers As- the largest study of radio 
sociation, Hotel Statler, Cleveland. 


Sept. 26-27. Boston Conference on listening ever made iM FIRST ° 
Distribution, Hotel Statler. vr in number of /oca/ program 
the Chicago market. 


INC., morning, after- FIRST 
noon, and night during in number of daytime first-places, 


with 57.8% more daytime first-place mentions 
than any other station, 


the week of April 3-9... 


- a 5 | Sept. 28-30. Annual convention, ‘firs S sit Wi Wi - as ‘ Oc 9TO- 
t dead-line h | Direct Mail Advertising Association, om, ith ; — ~ ow h cal iste 
abou ‘em WIEN Stevens Hotel, Chicago. And the answers— those grams receiving first-place mention as any 
jump | Sept. 28-Oct. 1. Annual conven- } eas 
eee ress | tion, Association of National Adver- answe;rs that represent the other station. 
: . Exp tisers, The Homestead, Hot Springs. . ; p ‘ = ik Al] f hi | ines h: Chi . 
ai\wa Va. listening habits of millions All of which proves what Chicago 
Oct. 4-5. Annual meeting. National . . . ‘ (ertricere {here > ¢ 
Right from your door Publishers Association, Skytop ot other midwest listeners ady ertisers and dealers have always 
Your clients’ with mats, half-tones, electros, | Lodge. Skytop, Pa. ; known that WBBM is 
— enyming = ot low esonemient Oct. S-%. Annual convention, Na all add up to the same 
c We pick them up (no extra tional Advertising Agenevy Network / 4 y : 
ed, | big answer: WBBM 1s FIRST 
, route them by fast trains, or by Washington, D. C. sé . ° 
ie Express — 2500 miles overnight Oct. 10-14. Annual convention, Na- FIRST in Chicago. In value for advertisers, for 
€ Delivery without extra expense. | tional Association of Retail Drug- ’ 
"Phone our nearest office. gists, Hotel Sherman, Chicago W BBM’s leadership means lowest 
Oct. 18-19 Fall convention, Inlé 
AI LW. Y Daily Press isamnlatiio, Gene ‘Sher. cost per listener . Mes per buyer . wall in 
ian, Chicago. - 
A age ae the nation’s secdfd largest market. * 
XPRE ~ Oct 21-Nov 5. Annual conven 
tion, Financial Advertisers Associa 
AGE NCY IN tion, Vort Worth, Tex 
NC. oe | al 
Nov. 5 First annual convention, 
anlgy, Pennsylvania Democratic Newspaper CBS KEY STATION Owned and operated by the Columbia Broadcasting System. Represented 
erat ? Publishers Association, Penn-Harris nationally by RADIO SALES: New York, Chicago, Detroit, Milwaukee, Birming- 
\/ Hotel. Harrisburg 50,000 WATTS 7” CHICAGO ham, Los Angeles, San Francisco. 


AT\ , f ‘ ct 4 i j 
ON-Wibe RAIL-AIR SERVICE De 27-30 Annual onve ntion 
American Marketing Association, De 
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ADVERTISING AGE 


July 18, ig3, 


CO-OPS ENJOY — 
TOP ADVERTISER 
RANK IN SWEDEN 


(Continued from Page 21) 
volume of business done by organ- 
ized consumers totals $117,000,000. 

Mr. Johansson explained the| 
method of operation of his organiza- | 
tion by using the current invasion of 
the garment trades as an example. | 
“Cooperatives spring up only when| 
the consumer demand for lower prices | 
becomes so strong that it can no| 
longer be ignored,” he said. ““Whereas | 
most of the past activities of the) 
union have been in fields controlled | 
by cartels, or trusts, we were forced 
into the clothing business by loud | 
consumer protests over existing high | 
prices.” | 

He said that the latest drive 
against “monopoly” was completed | 
only two weeks ago, when the lino- 
leum industry was forced to reduce 
prices 15 per cent. This was accom- 
plished by making it clear that the 
union would start production on a 
competitive basis unless consumers 
could be given the same product at a 
more reasonable price. Garment in- 
terests, not being a monopoly, did 
not take the pointed hint and must 
now meet the competition of a coop- 
erative, he asserted. 

“The consumer movement has lev- 
elled off, but not entirely wiped out, 
fluctuations in the business cycle,” 
Mr. Johansson said. “Severe depres- 
sions come when industries charge 
high prices and make big profits, and 
cooperative industries have not only 
forced private industry to reduce 
prices but have increased consumer 
purchasing power and almost com- 
pletely wiped out unemployment.” 

Both visitors took pains to point 
out that the savings gained through 
cooperation are not limited to mem- 
bers of the union, but are passed on 
to the general public. Members get 
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A. G. Ensrud (left), media department, 


J. Walter Thompson Company, retir- 

ing commander, Chicago Post 170, turns 

over the reins to Herbert H. Beck, Hearst 

International Advertising Service, just 

elected commander. The post charter is 
in the foreground. 


Gets Minot Products 


Minot Food Packers, Inc., Ham- 
monton, N. J., has appointed Brooke, 
Smith, French & Dorrance Inc., New 
York, as advertising counsel. News- 
papers, radio and a trade campaign 
will be started in September for its 
cranberry sauce and cranberry juice. 


Names Newark Agency 

The Hydrawlik Company, Roselle, 
N. J., has named Koretz, Kopel, 
Ideas, Inc., Newark, to plan a manu- 
facturer-dealer cooperative promotion 
plan throughout the country. 
ark Model Laundry, unit of Pruden- 
tial Laundry System, Inc., has also 


paper campaign. 


“Farm Journal” Linage 
Total pages of commercial display 


advertising carried by Farm Jou 
nal in its July issue was 15.2, and 
not 12.8 as reported in these col 


an extra dividend 


‘'umns last week 


A later campaign is being planned | 
for its clam chowder and _ potato 
salad. 


WE'RE SORRY. . 


possible. We haven't a 


the metropolitan area . 


rently “up” on the Key 
Richfield Oil 


Sherman kK. Ellis 

Shell Oil Co. 

J. Walter Thompson Co. 
National Biscuit Co. 
Met ‘ann Eric kson, Ine 
Treadeasy Shoes 

S. G. Krivit Co 

Wilson Whiskey 
White-Lowell Co., lie. 
Seagram's Distilling 
Lennen & Mitchell, Ine 
P. Ballantine & Sons 
J. Walter Thompson Co. 
Axton-Fisher 

McCann- Erickson, lie. 
Norge Refrigerators 
idvertising Engineering Service 


WE'RE ADVISING 


In view of the situation 


advise You to Make 


that we've had to disappoint so many advertisers 
and their agencies . . . but we can’t do the im- 


bulletin—or painted wall available anywhere in 


We’re Completely Sold Out To Jan. 1, 1939 


WE'RE GRATEFUL... 


to the following national advertisers now cur- 


J. Stirling Getchell, Inc. 


consideration of the fact that the World’s Fair is 
creating an unprecedented demand for outdoor 
displays in the New York area .. . we respectfully 
Advance Commitments to 


COVER WORLD’S FAIR PERIOD ... NOW! 


24 sheet poster panel 


state plant . . 


Socony Vacuum Oil Co. 


Ward Baking Co. 


Bromiley-Ross, Inc. 


C. H. Mueller Macaroni 


idvertising Engineering Service (Cr 


United Artists 
Donohue & Coe, Inc. 


Oldetyme Distillers 
D. Nierenbera, Ince. 


John F. Trommer Brewery 
Cecil Warwick & Legler, Inc 


Piel Brothers 
Kenyon @& Eckhardt, Inc. 


Phileo Radio & Television Co. 
Sternfield & Godley, Inc. 


Pure Oil Co. 
V. Loewer’s Gambrinus Brewery 


now existent ... and in 


New- | 


named the agency to handle a news: | 


‘formerly with Photoplay, succeeds | culation of 40,000. 

Mr. Sherrill as New England mana- Personnel includes Frank L. Me- 

ver. Shane, publisher; Clarence M. Ol- 
William V. Bowers and William M.|8¢®, business manager; Ashley P. 


“Liberty” Adds 5; 


Getting Person al Esso Rushes 


W. W. Wachtel, pres., Calvert Distillers Corporation, was tendered 
a party by his associates to celebrate his second anniversary as the 
Executives tossing the party and eating the birthday cake in- 
cluded Jim Johnson, a.m., J. A. Gollin, s.p.m., E. E. Guttenberg, pub. 
dir., Chas. Emerson, asst. to the pres., and J. M. Wyatt, charge of mar- 
keting division. . 


boss 


Now touring Ireland, Scotland, and Wales after spanning the big 
pond via the Queen Mary are honeymooners Joseph Medill Patterson, 
pres., New York Daily News, and the former Mary King, women’s edi- 
ior of the same paper and fiction editor of Chicago Tribune-New York 
News syndicate. The bridegrom is of the famous Chicago, New York, 
and Washington newspaper family, while his bride has been with the 
Patterson publishing interests since serving as stenographer to the late 
'. S. Senator Medill McCormick. . . 

Vacationing in Canada is Paul W. Kesten, v.p., CBS. .. K. K. Han- 
sen, v.p., Russell C. Comer Ad. Company, motored to Mexico City 
Tom McAuty, Lord & Thomas Hollywood mgr., has returned to movie- 
land after conferring with agency executives in Gotham on fall Pepso- 
dent show... George W. Brett, s.m., Joseph Katz Company, is sojourn- 
ing in Honolulu. . . 


Frankie D’Annunzio, art dept., H. B. LeQuatte, Inc., is a nephew 
of the late Gabriel D’Annunzio, famous Italian poet, philosopher, and 
writer. .. E. ©. Sommerlad, managing dir., Gotham Pty., Ltd., Australia, 
an affiliate of Gotham Advertising Company of New York, was given 
the title of Commander of the Most Excellent Order of the British Em- 
pire, said to be first instance of royal decoration of adman in 
Australia... 

Bill Neel, NBC director of trade news, has left for parts unknown 
on his annual two-weeker and John Graham is pinch-hitting in his 
stead. . . Cal Kuhl, radio producer, J. Walter Thompson Company, has 
collaborated with the Silvers boys, Lou and Sid, on a new tune, “Those 
We Love.” Could it be a coincidence that the song title is the name 
of the air serial which he produces for Pond’s Extract Company? 

Both admen and salesmen are claiming a moral victory as the re- 
sult of the softball encounter at Pauling, N. Y., between Lowell Thom- 
as’ Ad Club of New York team and an aggregation from the Sales Ex- 
ecutives Club of New York, captained by Dick Borden, s.p.m., Borden 
Company. Hilarious tilt, witnessed by 150 members of both clubs, 
ended in 11-11 stalemate. Charley Murphy, attorney well known in 
advertising circles, was in a dilemma as to which team to play for 
since he is affiliated with both groups. He solved his problem by play- 
ing for the ad club and helping the salesmen by kicking the ball around 
with great gusto. Everybody except Fred Hall, v.p., Bell & Howell, 
got a laugh when Salesman Hall fouled off one of Thomas’ slants and 
hit himself in the head. No other casualties reported. . . 

Larry Davis, a.m., Kendall Mills, is grooming a potential Bobby 
Jones in the person of his son, a topnotch junior among Massachusetts 
linksmen. .. Thomas J. Watson, pres., International Business Machine 
Corporation, has notified salesmen that those making quota will be 
guests of the company at N. Y. World’s Fair in 1939. Watson is a di- 
rector of the exposition. . . 

Edwin W. Craig, exec. v.p., Nat'l Life & Accident Insurance Com- 
pany and in charge of its station, WSM, Nashville, is vacationing in 
Europe with his family. .. Other radio folk off to Europe include Sum- 
ner D. Quarton, v.p., Iowa Broadcasting System and mer., WMT, 
Cedar Rapids, and his wife. . . 

Bill Wiemers, Western manager of Farm Journal, is back in Chi- 
cugo after a three weeks’ vacation in Northern Wisconsin where, he 
says, he chased two fishes all over the lake and left one of them there 
in the water to die of old age... 

Marion C. Nelson, president of L. S. Gillham, Inc., Salt Lake City 
ugency, is new president of the chamber of commerce. .. R. J. Potts, 
of R. J. Potts Advertising Company, Kansas City, Mo., will direct the 
publicity campaign for the city’s annual charity drive. . . 

Robert Farnham, Eastern manager of Instruments Publishing 
Company, Pittsburgh, will be married July 30 to Doris W. Wyman in 
Glen Ridge, N. J... Harold A. Safford, WLS s.m., has returned to Chi- 


cago from a trip through the East. Mrs. Safford and their two chil- 
dren accompanied him. . . 
Dayton newspaper and radio men, industrialists and politicians 


held their first gridiron dinner with Jim Irwin, General Motors exec., 
who left for Monsanto Chemical Company, as honor guest. Invitations 
termed it a “Good Riddance Dinner Celebrating Jim Irwin’s Departure.” 
James H. Davis, chairman of the G-M operating board in Dayton, was 
toastmaster. .. 

George M. Burbach, advertising manager, St. Louis Post-Dispatch, 
is spending his vacation in the land over which Mr. Hitler reigns. . . 

Elmer Wheeler, of Tested Selling fame, was made an honorary 
Texas Ranger at a recent meeting of the Dallas Advertising League. 
His emblems of office include a hat, gold star badge and a heavy pistol 
belt 


‘ ’ 
‘Rochester News” to 
Promotes Sherrill 
Arthur M. Sherrill, formerly New 
England manager of Liberty, has 
been appointed business manager of 
the Canadian edition with head- 
quarters in Toronto Jay Slocum, 


will make its appearance 
and will be published six days 
week. It will accept 


Devitalis have joined the Eastern ad- 


vertising staff. Arthur Hurd has| W@8Td Randall, national advertising 
joined the promotion department, manager. Prudden, King & Prudden 
and Harry W. Brown, the Western has been appointed national repre- 
advertising staff. sentative. 


McCann Re-elected 

Fall Hat Campaign 
Hat Corporation of America, New 
York, is planning to promote a new 
light weight hat, manufactured by a 


John J. 
manager of the National 


Start Publication 
The Evening News, Rochester, N. Y., 
July 27 


liquor adver- 
tising. Rates will be based on a cir- 


Larkin, advertising manager, and Ed- 


Head of Albany Club 


McCann, Jr., advertising 
Savings 


|tor and pointing out that his pla», 


ee 


Hughes Flight 
Into Ad Copy 


New York, July 12.—Standarg 0 
Company of New Jersey made Quick } 
capital out of Howard Hughes’ »), 
cessful New York-Paris NON - stop 
flight when it broke a “flash” pg. 
campaign in newspapers from Maine 
to Louisiana, congratulating the ayj, 


was fueled and lubricated with Rg. 
Single insertions were used , 
morning and evening newspaper), 
with copy running either 1,200 line. 
or 950 lines. Total linage was aboy 
the same as that used in connectig, 
with similar featured airplane flighy| 
of the past. Al. Lobwick, busines 
manager for Hughes, said that, a 
far as he knew, the Esso campaigy 
was the flight’s only advertising tie. 
in, with the exception of the Worlds 
Fair itself. 


Earnings of 
Advertisers 


Endicott Johnson 

For 52 weeks ended May 28, ne 
profit was $1,202,152, compared with 
$1,563,910 for the same period a year 
ago, a drop of 23 per cent. Net sales 
amounted to $54,265,785, compared 
with $69,149,274 in 1937. 


Pullman Company 

Net loss was $653,272 for five 
months ended May 31 after $1,000, 
000 reserve against air conditioning 
expense, indicating a net profit of 
$346,728 before such reserve. Net 
profit was $1,728,526 in the com 
parable 1937 period. For May, net 
loss was $342,057, against a net los 
of $345,457 in the preceding or 


General Baking Company j 

Net income amounted to $538,84 
for 13 weeks ending June 25, agains 
$394,421 a year ago, a rise of 34 per 
cent. 


Loew’s, Inc. 
The company reports net income «(fj 
$1,864,997 for 12 weeks ending June! 
compared with $3,108,592 in the co} 
responding period a year ago. Thif 
is a decline of 40 per cent. j 
National Union Radio 

Consolidated net loss was $96,1!) 
for the fiscal year ended April 3 
compared with consolidated net pro! 
of $47,548 for the preceding fiscal 
year. 


Dayton Rubber Mfg. Company 


For seven months ended May !! 


earnings were $189,039. For «J 
months ended April 30, 1937, th 
net income was $359,222. The com 


pany’s fiscal year ends Oct. 1. 


General Tire & Rubber 


Net profit for six months endeé 
May 31 amounted to $108,153, cot 
pared with $991,262 for the sat 
period ended May 31, 1937. 


—<—————SSe 
— 


a 


Keystate Gutdoor Adv. 


356 E.42™ST. NEW YORK, N.Y. 


Co bnc 


; 


jhew process developed in the Cava- 
nagh Hat Research Corporation, Nor- 
walk, Conn. O'Dea, Sheldon & Cana- 
day, Inc., New York, is handling the 
campaign, which will use newspapers 
| principally, and will be released in 
learly fall. 

' 


Bank, has been re-elected president 
of the Albany Advertising Club. 
Other officers are Albert N. Wood- 
head, New Jersey Power & Light 
Company, vice-president; E. Bradley 
Carnell, Albany Business College, 
secretary, and Alice Judd Morris, 
Capital City News Service, treasurer. 


Sell it to Cohen 


“TESTED RESULTS 


from 


JEWISH 
BROADCASTING 


-WLTH-: 


NEW YORK 
Jewish Market Merchandisi# 
Information Service 
*Food accounts 
— 
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CHAIN BLAMED 
IN DISPUTE ON 
MAGAZINE AUDIT 


(Continued from Page 1) 
turns and only these were paid for. 

“The grand jury which has found 
the indictment had access to the 
pooks of the Woolworth Company, 
which were not available to the 
Audit Bureau.” 

While Mr. Harn suggested that it 
would be wise to await trial of the 
case before drawing any conclusions, 
he recalled that the late W. J. Ma- 
lone, one of the most able and aggres- 
sive auditors of the ABC, was among 
those contacting Tower Magazines. 
Mr. Malone was dissatisfied with au- 
dits based solely on Tower books and 
attempted to force Woolworth to sub- 
mit its own figures as confirmation. 
While he was unsuccessful in this ef- 
fort, he did secure an affidavit from 
Woolworth to the effect that the cir- 
culation as revealed by Tower rec- 
ords was accurate, according to Mr. 
Harn. 

In Scranton, Pa., Catherine Mc- 
Nelis, president of Tower Magazines, 
Inc., Which went into bankruptcy in 
1935, attributed the indictment to 
“persecution.” She told the Asso- 
ciated Press that the indictment was 
“part of the defense” in a_ suit 
brought by trustees of the publishing 
company against the Fremkin Corpo- 
ration, now pending before the Dela- 
ware Supreme Court. 

“The trustees,” said Miss McNelis, 
according to the Associated Press, 
“held that the Tower Corporation was 
not insolvent, but was precipitated 
into bankruptcy by Fremkin’s failure 
to make good on payments of a sub- 
scription to preferred Tower stock.” 

This stock was bought by Fremkin 
directors, including F. M. Kirby, vice- 
president of Woolworth Corporation, 
in 1936, “in order to save me and the 
property from the wolves of Wall 
Street,” according to Miss McNelis. 

“Unfortunately for us, Mr. Kirby 


became ill and delegated a power of 
attorney to his son, Allan. The 
younger Mr. Kirby was easily in- 
fluenced by competitive publishing in- 
terests to try to secure control of our 
company. 

“Allan Kirby has told me that he 
would spend a million dollars to de- 
stroy me. I did not think he could 
use the Federal Government.” 

This purported statement falls far 
short of answering the allegations 
contained in the indictment. Since 
the primary charge is use of the 
mails to defraud, the grand jury spe- 
cified dates of mailing of letters, in- 
voices and a publisher’s acceptance to 
various agencies, including Van Sant, 
Dugdale & Co., Baltimore; Sweeney & 
James Company, Cleveland; J. Walter 
Thompson Company, New York; 
Charles M. Storm Company, New 
York, and Erwin Wasey & Co., New 
York. 


Others Are Indicted 


Named in the indictment with Miss 
MeNelis were her brother, John P. 
McNelis; Joseph E. Flynn and E. 
Frederick Low. These officers of 
Tower Magazines, Inc., according to 
the allegations, unlawfully and know- 
ingly devised a scheme to defraud 
Lehn & Fink, Inc., Lever Brothers 
Company, Standard Brands, Inc., and 
other advertisers by inducing them 
to purchase space on the basis of 
fraudulent circulation representa- 
tions. 

This misrepresentation extended to 
the publishers’ dealings with the 
ABC, the indictment charged, since 
ABC reports “were accepted by the 
trade as a final determination of the 
circulations of magazines.” The in- 
dictment failed to specify how the 
ABC was induced to certify to the 
circulation claimed by Tower Maga- 
zines. 

The case, one of the few of its kind 
on record, creates the question of 
whether or not the advertisers named 
as victims have any recourse, or 
would have if Tower Magazines were 
a going concern. The legal view is 
that they would have, at least theo- 
retically. 

In 1935, expenditure of Lever 
Brothers in Tower Magazines was re- 
ported by National Advertising Rec- 


extra cost...atno. 


isn't my style. But, in 


need a new one! 


lam a fugitive 
from the 


Townsend Plan 


I can’t insult my typewriter by turning it into 
a paralytic phonograph playing a broken 
record that goes ‘At no extra cost... at no 
.. ad nauseam.” 


I don’t think a copy-writer’s vocabulary should 
begin and end with ‘‘amazing’’, ‘‘exciting’’, 
“double something or other’ plus an overdose 
of superlatives. That may have been hot stuff 
when old Doc peddled snake-oil beneath the 
kerosene flares . . . but this is 1938. 


In recent years my typewriter has probably 
filled as much paid space in national publi- 
cations as any other single machine. For six 
years... . for two agencies. . . it has written 
the national advertising and the promotional 
material for an account in the first twenty. 


I don’t want to sound an uplift note. That 


as much to advertising as the agency head 
who tosses out an account that labors under 
the delusion that the American public can 
be regimented into an army of stolid stooges 
following pied pipers of platitudes. 


I couldn't toss out any accounts. But I could 
and did toss up the job. And now, how I 
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my small way, I owe 


REPEATS "COOL OFF" APPEAL 


\\\ 


Polar ice lends atmosphere to Calvert's window display for the torrid months. 


The "Cool Off with a Calvert Collins” 


theme is being featured for the third 


successive year. 


ords as being $28,400; that of Lehn & 
Fink, $7,000, and that of Standard 
Brands, Inc., $15,000. 

Advertising income of Tower Mag- 
azines, Inc., in 1934 was $1,047,275, 
and in the following year, $809,473. 
The publication’s largest year was in 
1934, as 1933 income amounted to 
$991,468, and 1932, $998,719. 


Norwegian Sardine 
Campaign Extended 


Packers of Norwegian sardines will 
extend their national advertising 
campaign through September instead 
of winding up the drive in August, 
Charles W. Hoyt Company, New York, 
agency in charge, has announced. 

Sixty newspapers are on the list. 


‘Calvert Pushes 
Collins Theme 
for Third Year 


New York, July 13.—“Cool off with 
a Calvert Collins” is the slogan being 
used by Calvert Distillers Corpora- 
tion as the spearhead of its summer 
campaign to maintain whisky sales 
during the het months. Color pages 
in five national magazines, in addi- 
tion to extensive point-of-sale ma- 
terial, will be used during July and 
August. 


Lists Magazine Schedule 


This marks the third summer that 
Calvert has extensively promoted its 
whisky Collins. It was advertised 
heavily upon its inception in the sum- 
mer of 1936, and again last year. On 
this year’s summer schedule are color 
insertions in Collier’s, Esquire, Ken, 
Liberty and Redbook. 

At point-of-sale, Calvert is install- 
ing window displays with a ball bear- 
ing the campaign slogan bouncing on 
a seal’s nose. The seal rests on an 
ice cake, with blue pliofilm in the 
foreground to simulate water. Ben- 
ton & Bowles, New York, has the Cal- 


vert account. 


“sé ADIES AND GENTLEMEN: step right up and look at the man in the 
L chair. He's alive. He walks and he talks. He eats and he 
sleeps. He can read and write. But folks, this man is different! 

He's unique! There's nobody like him anywhere in the country.” 


He's unique because he doesn’t read newspapers! Everybody 
else in America who reads at all, reads them. Most people read 
newspapers every day; many, oftener. And they pay more than 
$414,000,000 annually for the priviiege. 42,000,000 copies are sold 


daily, more copies than families in the United States. 


Newspapers mirror life. They reflect today's thinking, today; 
today’s happenings, today. Newspapers are timely, vibrant, stimu- 
lating and informative. Newspapers play all-important réles in 


community life: local, national, international. Newspapers ‘have the 


“Newspapers? 


I never read them!” 


American life. 


editorial and feature 


FO amas ger oa 


pace and speed and freshness and gusto and humor of our 


And because the American people depend daily on the news, 


pages, they have learned to rely on the adver- 


tising columns of their favorite newspaper. That's why news- 
papers are the greatest selling force in America! 
The Detroit News brings that selling force to America’s Fourth 


Market. Your advertising message in The News is read by more 


families in the Detroit trading area than any other newspaper. 


It is Detroit's recognized home newspaper. The pages of The 
Detroit News are read and believed and enjoyed by the entire house- 
hold. Its city circulation is 76% home-delivered by exclusive News 
carriers. Total circulation week-days, 323.850; Sundays, 385,090. 


The Detroit News 


New York: 1. A. KLEIN, Inc. 


THE HOME NEWSPAPER 


Chicago: 3. E. LUTZ 
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WOODBURY AND 
QUAKER OATS TO 
AIR NEW SHOWS 


New York, July 14.—-Jergens- 
Woodbury Sales Corporation has 
introduced “Win Your Lady” over 
58 NBC stations for Woodbury soap. 
Lennen & Mitchell, Ine., is the 
agency. 

Quaker Oats Company, Chicago, 
will sponsor a new variety hour 
over NBC Red network Saturdays 
from 8 to 8:30 p. m. 


Acme White Lead Continues 


Acme White Lead & Color Works, 


Detroit, has renewed Smiling Ed 
McConnell for another series on 
NBC Red and Blue networks at 
10:30 a. m. EST, Tuesdays and 


. 


Spell ““perquisite:’’ Kids spell words 


like that on our bee for Marco Dog 
Food. KSFO delivers things like that. 
Know what it means? KSFO will show 
you. 


No KSFOcussing: Clients don't swear 
at us for bawling up transcriptions. 
Our Automatic Triple Check prevents 
misses and duplications. 


Marked copy: That's what we send 
you. And you're marked for cooper- 
ation from grocery, drug outlets when 
monthly lists of KSFO advertisers 


reach them. 


Delegate at large: Attention of con 
KSFOcused by 
plays as this adverti: tie-in ata 


venti such 


di 
pharmacy gathering. The 


neers is 
ers 


arrow below 
points with pride 


NETWORK 


or more. 


| 


for the West Coast at 5:30 p. m. | 
Henri, Hurst & McDonald, Inc., Chi- | 
cago, is the agency. 


Penn Tobacco Takes Vox Pop 


Penn Tobacco Company, Wilkes- 
Barre, Pa., will take over “Vox 
Pop,” former NBC Red network sus- 
taining program. The broadcast will 


be heard Saturday nights from 9 to 
9:30. 


Procter and Gamble Renews 


Programs for Dreft and Oxydol, 
products of Procter & Gamble Com- 
pany, Cincinnati, have been _re- 
newed for another year over NBC. 
“Kitty Keene” for Dreft, is broad- 
cast over a 13 station Midwestern 
network Mondays through Fridays 
from 11:45 a. m. to 12 noon, EDST, 


and “Ma Perkins” for Oxydol, over 
an 11 station Blue network in the 
Kast from 10:45 to 11 a. m. EDST. 


Blackett-Sample-Hummert, Inc., Chi- 
cago, is the agency. 


Add “Goldberg” Outlets 


CBS has sold additional outlets to 


programs now on the network as 
follows: Procter & Gamble Com- 
pany, Cincinnati, for “The Gold- 
bergs” to be heard at 1 to 1:15 p. m. 
over WMFG and WHLB, effective 
immediately and Continental Bak- 
ing Company, Inc., New York, for 
“Pretty Kitty Kelly” over WKBB 


effective July 18. 


AN 


New Lorillard Show 


“Don’t You Believe It” will make 
its bow over MBS as a _ regular 
Tuesday and Thursday feature, be- 
ginning July 26 from 7:45 to 8 p. m. 
EDST. The new program is spon- 
sored by P. Lorillard Company, 
New York, maker of Sensation cigar- 
ettes and Muriel Cigars 


Dog Chats for Morrell 


John Morrell & Co., Ottumwa, Iowa, 
will sponsor for its Red Heart 
food, another dog chat series with 
Bob Becker, Chicago Tribune, over 
the NBC Red network with a local re- 
on WGN, starting Sept. 


dog 


broadcast 


11 
Vick'’s Starts Oct. 2 


“THE AUDIENCE STATION” 
SAN FRANCISCO 


O 


KSFO 
560 K 
PHILIP G. LA 

National Representative 
FREE & PETERS, Incorporated 
TI TEM 


-Russ Building, San Francisco 
eam W day ' 


W 


night 


KY, General Manager 


COLUMBIA BROADCASTING SYS 


Vick Chemical Company, Greens- 
| boro, has signed for the 7:30 to 8 
p. m. period on NBC Blue network 
| for an unannounced program to be- 
|}gin Oct. 2. The program is signed 
'for 26 weeks through Morse Inter- 
national, Ine., New York 


G. Washington Renews 
Coffee 

Plains, 
Jim's 
year, 


G Washington 
|} Company, Morris 
| renewed “Uncle 
Bee” another 
| Sept over an 


Refining 
J., has 
Question 
beginning 
NBC network of 
The program will 
Saturdays from 7:30 to 


N 


for 
24 
seven stations 
be heard on 


S p. m 


EDST, the period it has re- 


Thursdays, with a repeat broadcast |tained since going on the air Sept. 


26, 1936. 
Ballard Sets Sept. Date 
Ballard & Ballard Company 
Louisville, has signed Ed McConnel 


for its new NBC split Red and Blue 


network series which begins Sept 
13 for B. & B.’s Oven Ready biscuits 
LaRosa Continues 

V. LaRosa & Sons, 
lyn macaroni manufacturer, 
renewed its program over MBS be 
ginning Oct. 12, calling for 32 broad 
casts through May 17, 1939, to 


Inc., Brook 


Bengue Daytime Series 


Thomas Leeming & Co., Inc., New | tary-manager. 

York, will sponsor a program for | —_—__—_—— 

Baume Bengue Analgesique,  pro- | . 

prietary remedy, over MBS every | M-G-M Wins Honors 
Monday, Wednesday and Friday) | Metro-Goldwyn-Mayer promotion of 
from 2:45 to 3 p. m., EDST, begin- | The Good Earth” won top honors for 
aaa ; ” | 1937 at a meeting of the Associated 
ming Oct. 31. | Motion Picture Advertisers in New 


Lawes on Warner Hour 
William R. Warner & Co., Ine. 
New York, will return Warder 
Lewis E. Lawes to a coast to coas 
NBC Blue Network ‘Oct 
p. m. for Sloan's 
Warwick & Legler, 

is the agency. 


Liniment. 
Inc., 


“Living” Cuts Price 


Successful Living, New York, will | 


reduce its price from 25 to 10 cent 
with the October issue, on stand 
Sept. 1. 


has 


be 
heard on Wednesdays, § to 8:30 p. m. 


21, 8 to 8:30 
Cecil, 
New York 


D SPOT ADVERTISERS SPENT RADIO DOLLARS 
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How network, national spot and local radio advertisers allocated their expenditures geographically last year is illustrated in 
this breakdown, based on Federal Communications Commission data. The totals are for 443 stations with net sales of $25,000 
There are 629 commercial stations in the country, but the 443 referred to here accounted for more than 96 per 


cent of total broadcast expenditures. The geographical divisions are those set up by the FCC. 


Trump President 
| of Adcraft Club 
| Hal G. Trump, secretary, Fred M. 
Randall Company, was elected presi- 
dent of the Adcraft Club of Detroit at 


| the annual meeting July 14. William 
| H. Moore, Detroit News, was elected 
| 


1| 


vice-president; Harry Walsh, J. L. 
| Hudson Company, second vice-presi- 
|dent; Carl Georgi, D. P. Brother & 
.|Co., treasurer; and Harry Wise, Mich- 
|}igan Electrotype & Stereotype Com- 
pany, secretary. 

| J. J. Hartigan, Campbell-Ewald 
| Company, retiring president, Peter H. 
] 

| 


Friesma, Typothetae Franklin Asso- 
ciation, and Howard O. Ward, Chrys- 
|} ler Corporation, are new 
Harold Hastings was re-elected secre- 


| York last week. 


1 E. E. Chappell Dead 


: Ernest E. Chappell, 52, 


| 13 of heart disease. 
|assistant secretary. 


Gets M Callum Hosiery 


| 


named advertising and 
ing counsel for 


Hosiery Mills, Northampton, Mass. 


S 
Ss 


directors. 


DAY FACILITIES — 
NOW APPEAL TO 
MORE SPONSOR 


(Continued from Page 1) 
stead of permitting a letdown unt 
fall; continued emphasis on summer 
contests; and a perceptible decline jp 
the popularity of hill-billy type pro. 


grams. 
Chain-Breaks to Continue 
Despite some criticism in recent 


months by advertisers on the matter 
of chain-breaks, network affiliateg 
stations indicated practically no 
change in existing policies. A few 
station executives recommended the 
exercise of discretion in the choice 
of sponsors for chain-break announce. 
ments, and others expressed a pref. 
erence for limitations on chain-breaks 
during evening hours, but for the 
most part announcements ranging 
from 15 to 50 words are being and 
will continue to be sold. Several sta. 
tion men, however, asserted they 
would bow to specific requests from 
sponsors who ask to be _ protected 
from surrounding chain-breaks. Per. 
haps the most adamant stand as. 
sumed by any station executive was 
that expressed by a Midwestern man- 
ager—whose national spot volume 
this summer is 200 per cent ahead 
of last, and whose daytime volume is 
100 per cent ahead—who declared: 
“IT believe in chain-breaks and pro- 
pose to run my business to suit my- 
self.” 


Former Executive of 
Washington News Dead 


Maynard E. Zepp, 55, former busi- 
ness manager of the Washington 
News, died in Indianapolis July 13 


after a long illness. Mr. Zepp’s long 
experience in the newspaper field in- 
cluded other important posts with 
| Scripps-Howard and Hearst Newspa- 
pers. 

Once circulation manager of the 
Washington Post, Mr. Zepp becans 
deeply interested in newsboy welfare 


one of the 

three Chappell brothers of Rockford, 
|Jll., and Ken-L-Ration fame, died July 
Mr. Chappell was 


Pettingell & Fenton, Inc., has been 
merchandis- 
Propper-McCallum 


|}and was one of the founders of the 
| Newspaper Boys of America. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, ll. 


AND SO YOU LEARNED OF THE 
CHANGE THROUGH ADVERTISING AGE ? 


YES . . A CHANGE 


INJMY OWN COMPANY ! 
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The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


$4.75 per inch, 
insertions, 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


All other classifications (single insertion rates): 


“Representatives Wanted,” and 


Terms 


% in., $2.75; 1 to 3 in., 


Write for descriptive folder describing discounts for term 


— 


—_——— 
POSITIONS WANTED 
THIRT-SLEEVE EXECUTIVE —37— 
“ontact, sales plans, copy layout, pro- 
duction. 14 years advertising and sales 


promotion—6 years in present post 
ad-managing group with 3 million 
annual sales. Sound reasons for de- 


siring new connection, 
npararount—location, 
scation secondary. 

Rox 1479, ADVERTISING AGE, Chgo. 
National Outdoor Advertising 
Exp. in securing space, erecting, con- 
tracting and upkeep of painted walls 

and signs of all kinds. 
Box 1480, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 


GET BUSINESS AT LOWEST COST 
We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 


Opportunity 
initial compen- 


MISCELLANEOUS 


DON’T LET RECESSION MEAN CES- 
sation of advertising effort; cover the 
ground just as thorough’ using 
economical Photo-Offset i:s..aa of 
expensive printing. For all illustrated 
direct mail literature, 
bulletins, price 

letters, ete. No 
graving expense. 


house 
catalogs, 
typesetting or 


organs, 
lists, sales 


en- 


Short runs no penalty! 

300 COPIES (Size 8%x11") $2.50 
Additional hundreds only 25c 
Even lower prices for larger 

quantities 
Any size furnished. Free informative 


DeLoss Walker, 
Liberty; 


associate editor of 
Hammond U. Mann, sales 
manager, Electric Vacuum Cleaner 
Company, Cleveland; Charles A. 
Neidhoefer, president, Milwaukee As- 
sociation of Commerce, and others. 

Advertising and publicity for the 
Milwaukee drive has been placed in 
the hands of Gerald E. Stedman, ac- 
count executive, Cramer-Krasselt 
Company. A. G. Heinmiller, advertis- 
ing manager, S. J. Brouwer Shoe 
Company, is chairman of the speak- 
ers’ bureau. 

The New Orleans Times-Picayune 
and States contributed display space 
to give impetus to the sales crusade 
there, while sounding the warning 
that such a campaign needs the sup- 
port of advertising to create and 
maintain momentum. 

It took the famed Cotton Bowl at 
Dallas to accommodate the throng 
which participated in its initial sales 
meeting. Enthusiasm at Dallas is be- 
ing tempered by some shrewd sales 
sense, however. The brass hats in 
charge of the crusade have created 
a corps of “blind buyers” to shop 
stores and to buy only when intelli- 
gent efforts are extended by store 
salesmen. This brigade reports back 
to the stores, giving them a graphic 
picture of the ability of their sales 
organizations. 


Retail advertisers of Dallas are 


paper and radio copy. Some are fea- 


with boxes calling attention to the 
campaign and indicating their par- 
ticipation. 

July 21 has been 
“dollar day” in Dallas, manufacturers 
and retailers pledging cooperation in 


the public will be unable to resist. A 


test is still another 


ing in Dallas theaters. 


Thompson Joins Kudner 


York, in an executive capacity. 


Miss Berry Resigns 
York. 
Gnagy Appointed 


rector. 
of McKee & Albright. 


giving the crusade attention in news- 


turing the concerted effort in head- 
lines, while others content themselves 


designated as 


proffering values so attractive that 


sales clinic is another practical re- 
sult of the crusade, while a copy con- 
by-product. A 
special movie trailer, featuring Ben 
Smith, Crusade chairman, is appear- 


Herbert A. Thompson, formerly 
with McCann-Erickson, Ine., has 
joined Arthur Kudner, Inec., New 


Hazel Norris Berry has resigned 
as vice-president and account execu- 
tive of Stuart, Ames & James, New 


Ivey & Ellington, Inc., Philadelphia, 
has appointed Jon H. Gnagy art di- 
He was formerly art director 


KELLOGG CO. 10 
SPEND MILLION 
FOR BALL CONTEST 


(Continued from Page 1) 
that the contest will run for nine 
weeks, with one position on the all- 
star team to be voted on each week. 
Ontries are to be accompanied by 
two box tops. Winning consumers 
each week will receive a total of 
$5,675 in cash prizes, while grocers 
will be presented with about $3,000. 
In addition, selected ball players 
will each receive a new Buick. 


Largest Advertising Contest 


Beginning next week and con- 
tinuing through September, follow- 
up insertions will appear in the en- 
tire newspaper list, to the extent of 
6,600 lines in each paper. The con- 
test will also be promoted on Kel- 
logg baseball broadcasts in 56 cities 
and supplementary spot broadcast- 
ing over 48 stations. The campaign 
involves the largest advertising con- 
test of 1938. 


Paging BF 


or profession. 
GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton, Ohio 


SALES CRUSADE 
IN 400 CITIES 


Detroit, July 14.—Their imagina- 
tions fired by the possibilities, busi- 
ness men of more than 400 cities have 
pledged participation in the National 
Salesmen’s Crusade, George W. 

_ Mason, president, Nash-Kelvinator 
Corporation, announced here today. 
' Mr 
his 


booklet on request 
Laurel Process, 480 Canal St., N. ¥. C. 


| 


abandon their own problems tempo- 
rarily in response to the demand for 
their presence to explain how the 
Crusade works. 

While enthusiasm is hardly as ram- 
pant as in Lincoln, where Nash-Kel- 
vinator launched its great experiment 
amid the blaring of horns and the 
whir of the news-reels, Mr. Mason is 
cenfident that the idea has sufficient 
vitality to lift the country out of its 
latest depression, at least when a rea- 
sonable amount of practical effort is 
placed behind it. 

Mr. Mason has been particularly 
anxious to enlist the cooperation of 
large department stores in major 
markets and to give their employes a 
new vision of their jobs. His address 
before the entire organization of 
Marshall Field & Co., Chicago, last 
week was typical. 


as 


Mason and other executives of 
have 


company been forced to 


Results of Salesmanship 


“A woman walks into the dress de- 
partment,” he postulated. “She asks 
for a white dotted navy blue sheer 
dress just like the one in the window. 


ss 


COMPLETE MAP That transaction does not require 
| salesmanship, nor does it put any- 
for all who body to work. The customer is 

merely meeting a normal merchan- 


ADVERTISE 


dise need. es 


' “But suppose that woman meets a 
SHIP and SELL salesman instead of an order taker 
| and walks out of the store with two - 
° dresses instead of one-—-and a new . 
in 


hat, a pair of shoes, half a dozen 
pairs of stockings and a new hand- 
bag. That is salesmanship, and the 
extra purchases it created represents 
plus business that helps to put to 
work a lot of the unemployed, while 
protecting the jobs of all who are 
employed.” 

Nash-Kelvinator executives have at- 
tended mass meetings in New York, 


) America’s 
, Richest Market 


HAGSTROM S 


ROAD MILEAGE MAP 


Successful Advertising, however, needs good 


Illustrations and Engravings that will faith- 


| Milwaukee, Des Moines, and other ° ° 
300 MILE RADIUS zeny ‘start the ball ‘ rolling. fully reproduce these illustrations. 
FROM NEW YORK ciry {Kamen City ha tonsa ba me 


WITH 
SPECIAL MILEAGE GUIDE 
and INDEX 


cities have taken their coats off and . 

| gone to work. Shreveport, Charlotte, Our modern and fully equipped shops 
|New Orleans, and many other cities, 

j emalt and large, have accepted the 
|challenge. Newspapers have cooper- 
lated heartily, and radio has _ re- 
sponded by broadcasting many of the 


can solve your engraving problems and fur- 


THIRTEEN (13) STATES 


|initial meetings. ° ° ° ° ° 
PORTLAND, ME. to Dana Cole, president, Lincoln nish you with the right kind of engravings 
Chamber of Commerce, repaired to 


RICHMOND, VA. and 
PITTSBURGH, PA. 


| Omaha to help business men of that 
|city gain a clear conception of how f ; 1] 
| or any and all purposes. 


ithe Crusade was to be launched and 
maintained. Omaha newspapers and 


radio stations enthusiastic 


accorded 


cooperation to the project. Charles 
Just Off the Press R. Docherty, Omaha advertising man, 
is chairman of a special civic com- . 
SEND FOR CIRCULAR | mittee directing the campaign. Barn PS-e Crosh V Compan V 
Milwaukee Is Recruit . 
Milwaukee is the most recent to) PHOTO ENGRA VING 
HAGSTROM COMPANY unfurl its banners in behalf of the ART AND PHOTOGRAPHY 
mai ee roneree ae eee SP vengyer on ic§ 225 NORTH WABASH AVE..CHICAGO,ILL. 
] * Tae York, W.Y. under the alternative name of “Sales | 
Established 1916 


Means Jobs.” Speakers included | 
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FOOD, DRUG ACT 
WILL DOVETAIL 
WITH FTC WORK 


Preliminary Rules to Be 
Ready in Fortnight 


Washington, July 14.—W. G. Camp- 
bell of the Food and Drug Adminis- 
tration of the Department of Agricul- 
ture told ADVERTISING AGE in an exclu- 
sive interview today that within 
three weeks a set of “special regula- 
tions” will be issued to set procedure 
for administration of those portions 
ot the new food and drug act which 
become effective immediately. 

The new regulations will be of a 
“stop-gap” variety, Mr. Campbell said. 
The object is to release regula- 
tions to industries affected by the 
provisions calling for registration of 
new drugs and those which regulate 
the commerce of foods, drugs, cos- 
metics found by the Secretary to be 
injurious to health, so that manufac- 
turers may know immediately where 
they stand in relation to the new law. 

At the same time the food and drug 
administrator pointed out that the 
department would continue to coop- 
erate, as of old, with the Federal 
Trade Commission in the prosecution 
of fraudulent and misleading adver- 
tising under the Wheeler-Lea Amend- 
ment, 

While no joint plan of cooperative 
action has yet been formulated be- 
tween chiefs of the commission and 
the Pure Food and Drug Administra- 
tion, Mr. Campbell said that he would 
continue, as was the custom under the 
FTC act prior to the amendment this 
year, to recommend to the commis- 
sion any cases in which he found evi- 
EEl————— 


Decrease Shown 


in Retail Copy 
for This Year 


Chicago, July 15.—Display adver- 
tising placed by retailers this year 
through July 9 was 11.2 per cent be- 
low the corresponding period of last 
year, according to the ADVERTISING 
AGE Index of Retail Activity. 


A total of 505,738,889 lines is 
shown for the 80 major cities in- 


cluded in this Index against 569,569,- 
112 lines for the comparable period 
of 1937, a loss of 63,830,223 lines. 
Compared with 1936 this year shows 
a decline of 5.9 per cent. 

Reflecting the July Fourth holiday 
which fell in the week reported as 
well as - the compared week of 
last year, retail display linage for 
the Rah cities fell off to 13,474,- 
219 lines for the week ended July 9, 
compared with 15,733,037 lines for 
the corresponding week of last year, 
a loss of 2,258,818 lines or 14.4 per 
cent. Percentage of gain or loss for 
each weekly period of this year over 


1937 is shown in the table following: 
: BE gvneavkese sac ewewekes — 0.8 
i Meant va Ganken eee e ee — 2.4 
Sere rr rere Tre — 3. 
ES ET eee ree ee — 5.1 
Pt Me dank ae ccand ¢weawes aes — 7.2 
gS re eee rere Ce ree — 7.4 
ON ere ee ees re — 7.7 
EE 26 Aad we N we dO OS- OES — 6.8 
i de iB e ae ewe eae —11.4 
Ss Seer ee ree rer roe —14.8 
EE OE oe otnaee Obese wee —16.6 
re eee 18.3 
0 ar ee ee ee —14.2 
Pe 3.4930900 65 4K eases — 0.9 
a EE errr er eee — 5.3 
EE ce cas San dad ede — 9.8 
RE BO $.466sedbeudue ek eers —15.7 
Saree rs er eres —10.8 
ES ee eee —12.3 
fb SCTE eT eC Cree TTT —14.8 
SEE os 200s.0006400008 00004 —14.3 
Sk er re rer rere —14.7 
DE occ cee teabavasasvuny —14.3 
| TTC Te Ter eT eee —14.9 
0 eS eee eee ee —14.8 
(Pere reTrrecere Tree —16.9 
Pe 1h -etidedtasecreddde aeean —14.6 
PS 8c020s0e0044e0n000 en —14.4 
The tabulation appearing else- 


where on this page shows individual 
linage figures for each city measured 
by this Index. 


A NEW HIGH 
IN NEW YORK 
HOSPITALITY 


HOTEL 
LEXINGTON 


Here on Manhattan’s smart 
East Side you'll find hospi- 
tality worthy of your own 
home .. . personalized ser- 
vice and a warm spirit of 
cordiality distinguishes 
this great hotel. 

801 cheerful rooms...with 
radio, combination tub 
and shower, circulating ice 
water. Rooms from $3.50. 


DINE + DANCE + ROMANCE 
IN THE FAMOUS 


An authentic Hawaiian setting, 
that has “taken New York by 
storm.” Famous orchestras play 
nightly for dancing. 


NEW YORK CITY 
Charles E. Rochester, j 


Managing Director 


Lexington Avenue at 48th St. & 


that in his opinion constituted 
unfair trade practices and false or 
misleading advertising of foods, 
drugs and cosmetics. 

The Pure Food and Drug Adminis- 
tration will remain available to the 
commission for technical research 
into and analysis of products in which 
advertising claims are made and 
which the commission, under the new 
Wheeler-Lea Act might have reason 
to believe constitute fraudulent or 
misleading advertising matter. In 
such cases, Mr. Campbell said, the de- 
partment will try, insofar as possible, 
to conduct studies, examinations, and 
render technical assistance to the 
commission. Such studies would con- 
stitute the basis for commission pro- 
cedure against fraudulent and mis- 
leading advertising claims. 

Following issuance of the 
regulations” under 


dence 


“special 
the new food and 


drug act, 
within a 


will begin, 
on gener 
of the provisions of the new act. 


which may be forthcoming 


fortnight, 


al regulations 


preliminary work | 
leading to public hearings 
covering 


| tions 
all | 
Al-| intends to follow and the administra- 


Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


a 
% Gain % Gain 
28-Week 28-Week 28-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week &% Gain 
Ended Ended Ended over over Ended Ended or 
City July 11,1936 July 10, 1937 July 9, 1938 1936 1937 July 10,1937 July 9,1938 Logs 
BEE. cipcteavan coed 8,575,523 9,136,973 6,668,310 —22.3 —27.0 252,882 170,975 —32y 
vi ee , Sereee rere 3,454,052 3,787,588 3,071,717 —11.1 —18.9 117,733 67,541 —42.5 
pS SE eee 7,919,926 8,408,320 7,938,210 +0.3 —5.6 215,124 195,146 —9.3 
Baltimore, Md. ........ 11,682,337 12,497,358 11,645,706 —0.3 —6.8 315,830 280,963 —l1) 
Birmingham, Ala. ..... 6,199,564 6,839,196 6,681,640 +7.8 —2.3 177,632 167,384 —5,8 
(Boston, Mass. ........ 10,773,835 10,907,192 9,917,728 —i.9 —¥9.1 225,766 185,809 17.7 
Bridgeport, Conn. ..... 4,923,016 5,314,156 4,724,556 —4.0 —11.1 170,660 127,596 —25.2 
| ee ee Se Pererrre yr 8,781,104 9,940,236 8,721,538 —0.7 —12.3 229,278 188,300 —17,9 
COMNGEOR, Bi deevcccecee 2'166,606 2,161,107 1,997,147 —7.8 —7.6 64,621 48,052 —25.7 
Cedar Rapids, Ia....... 2,660,292 2,820,230 2,515,184 —5.5 —10.8 83,188 75,516 —9I,2 
Chattanooga, Tenn. 3,668,850 3,468,514 3,266,993 —10.9 —5.8 87,653 83,357 —49 
TS err 16,230,691 18,126,390 17,231,835 + 6.2 —4.9 442,103 498,989 +12.9 
a: ee 9,087,499 9,582,617 8,272,203 —8.9 —13.7 315,555 234,464 —25.7 
CeeVGeee, GD, cecccveces 10,567,227 11,528,922 9,539,960 —9.7 —17.3 310,492 251,135 —19, 
Cn Ch shicncses  wt60000 eee Tere er r 220,304 166,769 —243 
ae. rrr 10,924,738 11,478,788 11,271,574 +3.2 —1.8 314,478 274,923 —12.6 
PATTER, Gi swtcscacsescs 7,242,666 8,439,330 6,898,814 —4.8 —18.3 237,902 181,328 — 23.8 
DORVER, GEM sscececer 6,491,398 5,511,765 5,021,288 —8.6 —8s.9 153,020 112,085 —26.8 
Des Moines, Ia......... 3,460,102 3,526,542 3,457,008 —0.1 —1.9 98,802 94,297 —4.6 
oo ae re 11,618,632 12,221,927 9,437,504 —18.8 —22.8 285,559 237,059 —17.0 
PE CP BOMtsecsssccs 25840 + °+««&+$480006 «. « 2800O ‘ies one 167,909 156,618 —6.7 
3 i « SPOTTER ETT 3,813,070 4,874,318 4,783,670 + 25.5 —1.9 139,916 117,544 —16.0 
Evansville, Ind. ....... 7,056,854 6,794,747 6,812,296 —3.5 +0.3 216,664 189,854 —12.4 
Fall River, Mass....... 1,872,72% 1,941,758 1,726,346 —7.8 —11.1 55,233 50,059 —9.4 
Pee  sesees sac’ 4,826,976 4,971,330 3,744,986 —22.4 —24.7 153,244 114,604 —25.2 
Fort Wayne, Ind....... 6,062,672 6,439,132 5,695,018 —6.1 —11.6 201,572 156,156 —22.5 
to, a” Se eae 3,273,601 4,041,025 3,055,618 —6.7 —24.4 134,406 92,451 —31.2 
Grand Rapids, Mich.... 4,948,566 5,863,392 4,648,766 —6.1 —20.7 134,162 109,298 —18.5 
Greenville, S. C........ 3,094,537 3,627,994 3,349,671 +8.2 —7.7 107,912 103,994 —3.6 
BEOUBtOM, TOR. 2ccccecss 7,623,636 8,751,156 8,734,946 +14.6 —0.2 248,542 222,614 —10.4 
Indianapolis, Ind, ..... 9,331,314 10,097,967 8,455,644 —9.4 —16.3 303,366 246,792 —18.7 
Jacksonville, Fla. ..... 4,678,009 5,139,708 4,842,092 +3.5 —5.8 147,336 125,020 —15.2 
weraey CIty, Ti. dsoscces 1,347,758 1,319,847 1,144,174 —15.1 —13.3 32,893 29,141 —11.4 
Kansas City, Kan...... 1,286,320 1,436,568 1,502,032 +16.8 + 4.6 44,058 46,627 +5.8 
Knoxville, Tenn. ...... 5,209,736 5,423,068 5,394,604 + 3.5 —0.5 158,242 145,068 —8.3 
Little Rock, Ark........ 4,975,521 5,137,384 4,832,066 —2.9 —5.9 158,368 132,314 —16.5 
mG BOI, GRb icici 8 venres 13,651,131 12,222,593 ° —10.5 396,030 356,512 —9.9 
SAGVGIO, TAGs cesccccs | #eeean 8,616,695 7,631,214 nae —11.4 217,780 200,151 —8.1 
Ev, Be secs ccnsss 5,555,634 5,391,904 4,216,982 —24.1 —21.8 154,406 61,936 —59.9 
Manchester, N. H....... 1,856,031 1,924,802 1,969,272 +6.1 +2.8 54,298 43,572 —19.8 
Memphis, Tenn. ....... 5,945,090 6,470,410 5,999,896 +0.9 —7.3 179,620 174,132 —3.1 
Milwaukee, Wis. ...... 7,808,971 9,494,680 8,032,652 + 2.9 —15.4 238,643 217,066 —9.1 
Minneapolis, Minn. 8'939' 938 8,159,130 7,260,683 —11.8 —11.0 215,072 226,204 +5.2 
Moline-Rock Island .... 4,560,634 4,9 36,908 ‘ 770,430 +4.6 —3.4 142,142 122,164 —14.1 
New Bedford, Mass. 1,798,636 1,848,868 1,701,308 —5.4 —8.0 77,784 47,306 —39.2 
New Haven, Conn...... 4,779,698 5,173,006 4,877,054 +2.1 —5.7 141,792 141,232 —0.4 
New Orleans, La....... 10,385,420 10,841,920 9,842,558 —5.2 —9,2 383,685 327,081 —14.8 
Now York, NM. Y¥...... 34,177,337 35,980,698 31,596,489 —7.6 —12.2 783,569 621, 743 —20.7 
oo a a 3,722,109 3,770,658 2,735,901 —26.5 —27.5 79,049 48,579 —38.6 
oo ee See 5,157,952 5,128,802 4,983,048 —3.4 —2.9 165,410 144,242 —12.8 
TS i ere 4,056,427 4,175,012 3,859,446 —4.9 —7.6 115,377 115,827 +0.4 
Oklahoma City, Okla.. 5,985,375 6,435,718 6,454,399 +7.8 +0.3 203,910 201,607 —1.1 
> a ae rer ee 5,916,679 6,381,456 5,461,554 —7.7 —14.4 154,689 137,532 —11.1 
Philadelphia, Pa. ...... 15,409,461 16,522,030 14,026,119 —8.9 —15.1 383,811 330,536 —13.9 
sy |: AP eee 4,037,194 3,903,788 4,176,394 +3.4 +6.9 127,106 131,866 + 3.7 
**Pittsburgh, Pa. ...... 12,258,372 13,849,010 10,986,024 —10.4 —20.7 345,604 260,806 —24.5 
Poertiand, OF@. .secaccs 6,244,294 6,677,290 6,155,340 —1.4 —7.8 204,064 183,050 —10.3 
ttProvidence, R. I..... 7,386,419 7,651,420 6,256,336 —15.3 —18.2 206,712 152,403 —26.3 
OS ere 4,964,848 5,814,626 5,090,389 2.5 —12.5 149,702 126,420 —15.6 
Richmond, Va. ........ 6,893,656 7,029,372 6,414,730 —6.9 —8.8 179,872 163,212 —9.3 
§Rochester, N. Y....... 9,822,317 10,020,925 7,707,82 —21.5 —23.1 221,217 195,557 —11.5 
Sacramento, Cal. 4,696,951 4,704,595 4,218,617 —10,.2 —10.3 144,396 128,912 —10.7 
San Antonio, Tex....... 3,520,776 3,605,792 3,321,983 —5.7 —7.9 113,233 112,824 —0.4 
Ban Diese, CBhicsscccve 7,349,496 7,643,826 6,605,126 —10.1 —13.6 26,156 200,410 —11.4 
San Francisco, Cal...... 8,339,893 8,554,735 8,241,226 —1.2 —3.7 217, 325 246,651 +13 
oa re 3: 5,531,812 4,908,355 —9.7 —11.3 191,128 167,020 —12.6 
South Bend, Ind........ 1,678,306 5,186,444 3,810,397 —18.6 —26.5 139,228 96,719 —30.5 
Spokane, Wash. ....... 3,859,972 1,190,284 3,867,906 +0.2 —7.7 138,068 131,138 —5.0 
St. Louis, Mo....... 7.. 9,806,365 10,568,600 9,596,680 —2.1 —9.2 245,165 214,095 —12.7 
ee eee 7,100,458 6,635,079 6,306,015 —11.2 —4.9 172,891 127,468 —263 
BYCROUSS, I. Bevsvsssee 6,276,766 6,449,627 5,633,486 —10.3 —12.7 180,439 149,366 —17.2 
*Tacoma, Wash. ....... 291,263 3,539,492 3,179,960 a © —10.3 109,256 102,620 —£,1 
TOR, DU ovens cases 3,349,670 3,409,382 3,309,262 —1.2 —2.9 80,864 79,548 —1.6 
a. eee 6,936,822 7,567,051 ,250,433 —9.9 —17.4 193,078 158,904 —17.7 
Toronto, Ont., Can 10,948,921 10,997,283 9,571,855 —12.6 —12.9 316,142 277,974 —12.1 
Troy, is. Meetebseewa da 2,071, 454 2,337,342 2,203,474 + 6.4 —5.7 59,794 56,448 —5.6 
Tulsa, Se 5,441,043 5,272,436 4,869,764 —10.5 —7.6 150,080 136,328 —9,2 
Washington, D. C...... 20,032,861 20,435,092 18,171,801 —9.3 —11.1 494,920 431,859 12.8 
Worcester, Mass. ..... 6,434,011 6,602,840 6,156,452 4,3 —6.8 185,007 146,972 —20.6 
Youngstown, O. ....... 5,308,589 4,930,296 3,998,621 mai. 9 == 8.9 132,118 98,385 —— 9.5 
BUGGE . creaccedtavees 516,661,536 569,569,112 505,739,889 —5.9 —11.2 15,733,037 13,474,219 —14.4 
‘Boston American and Advertiser combination discontinued April 25, 1938. American changed to tabloid. 
+New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8&8, 1937. 
*Daily Ledger discontinued June 23, 1937. 
++Providence Tribune discontinued May 1, 1938 
**No Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike. 
— — Sa — = $$$ _______ —_____—_— —__— — — ————_—— 


though the bulk of the act will not 
become effective until June 25, 1939, 
it is intended that all general regula- 
incorporating the procedure 
which the Department of Agriculture 


tive attitude which will be taken in 
enforcement of the act, will be in the 
hands of the public long before the 
actual effective date. 

Mr. Campbell pointed out that while 
only the new drugs section and those 


provisions dealing with the regul® 


tion of foods, drugs and cosmetics 
injurious to health become technically 
effective at this time, all of the act's 
provisions will necessarily have to be 
brought into play. 


UTLE 


MEN'S SHOES 


Advertising 
Command .. 


Xeener'e Make Your 


today, advertising must stand out— MUST DOMINATE. 


This advertise- 


ment for Cutler 
Shoe Company 


was produced 


by Faithorn. 


FAITHORN CORPORATION 


504 SOUTH SHERMAN STREET - CHICAGO 


attention| 


To win in the keen advertising competition of 


Fine Typography, Engraving and Printing are very 
essential elements. You'll find all THREE at Faithorn. 
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PHILIP MORRIS 
700MS TO 4TH 
PLACE IN FIELD 


(Continued from Page 8) 

gin of profit on Paul Jones, at 10 
cents, was too small for big earnings, 
B despite its 2,000,000,000 sale in 1932. 
® They eyed the attractive 15-cent field, 
dominated by the Big Four: Camels, 
Lucky Strikes, Chesterfields and Old 
Golds. And Philip Morris was born. 

Before it was ever put on the mar- 
ket, a formula was worked out for 
the new cigarette by a staff of skilled 
chemists, whose objective was fine 
taste plus a minimum of irritation to 
the throat. Then for a full year the 
cigarettes were tested in use, and by 
medical research, before this feature 
was adopted as an advertising theme. 
In the meantime, however, a typical 
piece of showmanship on the part of 
Milton Biow had produced “Johnny 
Morris,” that shrill-voiced dwarf 
whose “call for Philip Morris,” and 
whose image, dressed in a red bell- 
hop’s uniform, has been the back- 
round of Philip Morris advertising 
ever since the first radio program 
rent on the air. 

Johnny’s real name is Roventini. 
ie is a living example of the value 
f constant repetition. With his pe- 
liar chant echoing over the air to 
egin, and end, every Philip Morris 
rogram; with his picture smiling 
ut of magazines and newspapers, in 
ountless store windows, and on 
ountless store counters; Johnny has 
ecome a veritable ambassador of 
ood-will—to such a real extent that 
t has been necessary to build up a 
orp of “Johnnies” to extend this 
ontact throughout the length and 
yreadth of the land. Today there are 
ive “Johnny Juniors,” dressed ex- 
ctly like him, trained to “call for 
hilip Morris” in exactly the same 
one of voice, equipped with the same 
ed-leather-upholstered “Philip Mor- 
is’ automobile, visiting stores and 
ttending conventions, carrying out 
he policy of repetition which has 


. Worked so well. 


Medical Angle Introduced 


In 1934 Philip Morris advertising 
began to talk about the value of the 
formula from a medical standpoint, 
pounding away hard in medical jour- 
mals and, in general advertising, 
sing such phrases as “doctors have 
hgreed that Philip Morris is less irri- 
ating to the throat.” This theme, 
with emphasis on excellence of taste, 
pnd Johnny’s “call for Philip Morris” 
las continued the basis for every bit 

f advertising that has been done. 

That first year, in 1933, Philip Mor- 

is advertising consisted only of 15- 
ninute radio programs, three times 
h week, on the NBC basic Red net- 
work. In 1934 they were increased 

0 half-hours, but only once a week, 
beain on the NBC basic Red, but with 
h few additional stations. The same 

ear the company also began maga- 
ine advertising with half pages in 

lor. In 1935 radio advertising was 

‘tended to the complete NBC Red 

‘work, with half-hour programs 

hee a week, rebroadcast late at night 

Far-Western listeners. Magazine 

‘Vertising continued about on the 

‘me level as in 1934. Moving into 
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Motorists in Utah and Idaho are being urged these days to take a mermaid's 


word for the quality of Vico Motor Oil. 


This humorous 


appeal is featured in 


newspapers, outdoor and service station signs. 


1936, the set-up at the start was 
about the same, with the addition of 
some newspaper space, in selected lo- 
calities, where tax laws, or other 


ord. In 1937 Philip Morris sold 8,200 
cigarettes for every dollar spent in 
advertising, an industry record. 


Northam Warren 
Discontinues 
Chicago Salon 


Chicago, July 14.—Unlike Camp- 
bell Soup Company and Maxwell 
House coffee, which continue to dis- 
pense their respective foods to Ca- 
pacity crowds in a small restaurant 
at Randolph and Dearborn streets, 
Northam Warren Corporation, New 
York, believes that sampling of this 
nature should be a temporary rather 
than a permanent policy. 

Northam Warren closed its Cutex 
manicure salon at Michigan avenue 
and Madison street today after three 
years of operation. It is understood 
that the company will establish a 
similar salon in an Eastern city. 

The New York company embarked 
upon its first direct contact with the 
consumer by taking a large room on 
swanky Michigan Boulevard in 1935. 
It advertised for expert manicures 
to take its training course and as- 
sist in spreading the good name of 
Cutex preparations among women 
who care for their own nails between 
visits to the manicure. 

The Michigan avenue experiment 
was an instantaneous success from 
some angles. Not only women, but 


a considerable number of men be- 
came its regular patrons. Business 
held up in summer as well as in 
winter, as a result of the refrig- 
erated atmosphere. Attendants were 
guaranteed a weekly minimum which 
had little to do with the income they 
brought to Northam Warren. 

With expenses rising, the company 
recently endeavored to increase its 
charge for a manicure from 50 to 
65 cents. Women apparently have 
been educated to pay no more than 
50 cents, however, as volume fell off 
sharply. The company reduced the 
price, but apparently decided as a 
result that the logical end to its 
Chicago adventure had arrived. 


1,189 Dailies Take 
Part in 4 A’s Drive 


A total of 1,189 newspapers are par- 
ticipating in the “Od and Ad” cam- 
paign sponsored by the American As- 
sociation of Advertising Agencies, the 
Four A’s announced last week. 

The second advertisement will be 
released soon, and mats have been 
ordered by nearly two-thirds of all 
dailies in the country. 


Artcraft Appoints 


Arteraft Silk Hosiery Mills, Inc., 
New York, has placed its advertising 
account with Glicksman Advertising 
Company, Inc., New York. National 
magazines are to be used. 


local conditions, required special at- 
tention. Before the end of that year, 
however, under the presidency of O. 
H. Chalkley, there had been a decided 
expansion. Full pages were used in 
Cosmopolitan, Liberty, The Saturday 
Evening Post, and Time and half 
pages in many other magazines, and 
in August the first large newspaper 
campaign was launched with 500-line 
insertions in key cities all over the 
country. More than $250,000 was 
spent in this drive, in 13 weeks. 


Johnny Calis on Three Chains 


Last year the CBS network was 
added to the NBC Red, with rebroad- 
casts on both, and magazine advertis- 
ing was continued in about the same 
list as in 1936, except that all inser- 
tions were full page. This year the 
Mutual network was added in the 
radio set-up, so that Johnny has been 
calling for Philip Morris over three 
complete chains since March. Maga- 
zine advertising has continued with 
full pages in Collier’s, Cosmopolitan, 
Liberty, Redbook, The Saturday Eve- 
ning Post, and True Story, and al- 
though these were eliminated for 
July and August, they will be re- 
sumed in September. All magazine 
advertising, ever since the first inser- 
tion, has been in two colors, with 
Johnny appearing in the familiar red 
uniform that has become his symbol. 

From the standpoint of advertising, 
there are three principal elements in 
the Philip Morris success, and it 
would be difficult to select one as be- 
ing more important than another. 
There is the formula, carefully 
worked out and shrewdly exploited. 
There is the price—15 cents a pack- 
age straight, day in and day out. 
Philip Morris has never followed 
competition in offering “two-for-a- 
quarter” and has had remarkable 
success in maintaining its price. In 
some states fair trade contracts in- 
sure this policy but in most cases it 
is purely a matter of dealer relation- 
ship. And there is Johnny. 

How efficiently these elements were 
marshalled by the agency into a long 
range campaign, is shown by the rec- 
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SMALL STORES’ 
VOLUME CLIMBS 


| manufacturers in depression periods, 
according to “Small Scale Retailing,” 
published today by the Marketing 
Research Division, Bureau of Foreign 
and Domestic Commerce. In 1933, 
such stores transacted 13.8 per cent 
of the country’s total volume, the 


sents, $3,466,893,000, is calculated to 


study said. While this percentage is 
not impressive, the figure it repre- 


Economic Role Stressed by) scaristica 


Commerce Bureau 


Washington, D. C.., 


give pause to marketers. 

The new study, described as “A 
analysis of unpublished 
data from the Census of American 
Business,” admits that reaching 
these stores is a mammoth task, be- 
cause of their sheer number. The 


July 15.—The | stores which transacted 86.2 per cent 


small retail establishment, doing a |of the country’s retail volume in 1933 


business of $10,000 or less annually 


,|number only 544,000, while 


it re- 


l 
to take care of the remaining 13.8 


per cent. 

While 1929 figures are absent from 
the new survey, it is asserted that 
“comparisons of census data for 1929 
with that for 1933 shows that as the 
nation plunged from the 1929 crest 
to the trough of the depression, there 
was a great increase in the number 
of small stores, and a lesser, though 
still great, increase in the volume of 
business done by this group.” 


Relation to Industry 


Small stores are most important 
in the food industry, where they ac- 
count for 4.1 per cent of all retail 
business, while the industry’s per- 
centage is 31.1 per cent. In the auto- 
motive field, the small store does 2.9 


becomes increasingly important to | quired 982,000 small establishments | per cent of the total volume, while 


Consistently Forses has contributed to a better understanding of 
the use of window displays. . . 
Association of National Advertisers proves that Window Displays 
offer tremendous circulation and coverage opportunities. . . . For 
years Forbes has recognized the effectiveness of displays as an 
advertising medium. Through field surveys, investigations, and 

case histories, new information and data has been made available. 
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the industry’s percentage is 20. The 
restaurant field accounts for 13.1 per 
cent of the country’s business, while 
2.0 per cent is handled by small es- 
tablishments. In no other field does 
the percentage reach 1 per cent. 

The total number of retail stores 
declined slightly from 1929 to 1933, 
the survey said. 

“The increase in the number and 
sales of small stores was due to some 
combination of the two following fac- 
tors:” it explained. “(1), decline in 
the volume of sales of many stores 
which in years prior to 1933, had 
enjoyed a volume in excess of $10,- 
000; and (2), the opening of many 
new small stores. 

“Small stores are important mainly 
from the socio-economic viewpoint. 
Owing to their large proportion in 


DETROIT 


ee _ 
the total number of stores, while ac. 
counting for only a small Proportion 

of the total volume of sales, Very oc 
small stores will probably CONtinyes 
to be a problem to the supplier; py, 
they have been, and are now, gy 
great service to the consumer in 
many ways.” 


Expense Down as Sales Rise 


The analysis said that the genera 
belief that operating expense ratiy it 
moves inversely to sales volume is 
confirmed insofar as census data cap , 
confirm it. The confirmation is poy Q | 
as conclusive as might be desireg }) 
since the bookkeeping methods ang 
expense inclusions of all the stores 
canvassed could not be adjusted to 
a common basis. 

“Small stores are a convenience to BR | 
many consumers,” the survey cop. 
tinued. “They typically remain ope § | 
after larger stores have closed for § | 
the day; and since they are twice as § | 
numerous as larger stores they lie 
nearer to the average consumer. 
While the overnight disappearance 
of all small stores would not spectac. 
ularly increase the sales volume of 
larger competitors, it would result 
in a severe shortage of retail facilj. 
ties for many consumers. Perhaps 
more important would be the depri. 
vation of employment for nearly 1, 
500,000 clerks and proprietors.” 


No Social Security 


An interesting by-product of the 
survey is the discovery that the g0. 
cial security law is applicable only 
to about 3 per cent of the country’s 
retail stores, since it eliminates those 
employing less than eight salesmen 

The study, which may be obtained 
from the Superintendent of Docw- 
ments, Government Printing Office, 
for ten cents, will help manufactur. 
ers and wholesalers plot sales plans 
more intelligently, it is asserted. 

“They may be enabled to reach 
new conclusions as to the level of 
store size at which it is economic 
to view retail stores as an outlet for 
their goods,” said the pamphlet. 
“Nearly 87 per cent of the volume 
is handled by 36 per cent of the total 
number of stores. The remaining 64 
per cent must somehow be _ sup 
plied.” 

The survey paints a graphic and 
at times humorous picture of the 
operations of the small retailer. 

“It is held by some authorities,” it 
said, “that small stores are uneco 
nomic units, on the basis that they 
steadily lose money for proprietors 
and wholesalers. It should be rey 
membered, however, that accounting 
systems by which such conclusions}, 
are reached include elements thatf 
while necessary to accounting prop 
cedure, are often dispensed with er 
tirely in the small store. 

“For example, one store studied as 
a part of the Louisville Grocery Sur 
vey was found to lose heavily. That 
store would seemingly be able to em 
dure for only a short period; but it 
had been in business for 25 years 
under the same management. 


Grey Gets Dye 
Grey Advertising Agency, Ne¥ 
York, has been appointed to handle 
the account of United Piece Dyé 
Works, Inc., Lodi, N. Y. 
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@ Compared with same months last year 
Department store sales in May + 4% -+* 
Bank debits in June + 22.5% .. . Postal receipts 
in June + 7.5% . . . Building permits in May 
+ 5.5% ... Sales of building material in May 
+ 308% .. . Real estate transfers in ju 
+ 17% ... ete 


WKY gives advertisers plus covers 
and plus sales in this plus mats 


ts 
dye 


OKLAHOMA CITY 


RARESENTATIVE — THE KATZ AGENCY. ™ im 
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ADVERTISING AGE 


PHOTO. 
GRAPHIC 
REVIEW 


ae _ 


“PLAIN LOGIC" DICTATED THIS COURSE 


WEEDING OUT THE LUCKY HALF DOZEN 


tT YOUR BODY 
BREATHE MT THe 


; - 


WEEK > xe 


Four Detroit school teachers give three editors a hand in lining up the final six 

winners in Chevrolet's radio puzzle contest, to be announced next Monday. The 

three men in the picture are, in the usual order: Clare Wight, Automobile Topics; 
Chris Sinsabaugh, Automotive News; and Franklin M. Reck, American Boy. 


20 years ago the man who wore 
ios white was on exception...Todoy 
the man who 00tSN7 is out of step @ 
Genvine raw beach made White the 
Summer fashion @ Porous—to let your 


REVIVING 20-YEAR OLD MEMORIES 


body breathe —Wrinkle resisting — 
quick to shed soil—splendidly wash- 
able—It's the ideal blend of smartness 
and comtort @ Your favorite clothier will 
show you Palm Beach white for night 
—and handsome light and dark colors 
—in suits and slacks—for every date 
oround the clock @ Phim Beach Suits are 
$17.75—Slacks $5.50~and the smort 
Dinner Formal $20.00 @ Take no sub- 
stitute... The trade marked Palm Beach 


s label is in every genuine garment 
e [ is Goodall Company, Cincinnati, Ohio © 
n 


4, In preparing copy for August insertions, Goodall Company told dealers that 
“plain logic’’ makes July and August volume months for Palm Beach sales, not a 


. season for price-cutting. Here's an appealing new layout that will help dealers 
®, along the road to profits. (Story on Page 18.) 
Ir: 
hs - 
. DISPLAY STAND LURES FEMININE SHAVERS 
a : see ———— a ; 
lic 
or 
et. 
ne pon eee lication of th When 100,000 or more veterans gather at Toronto for the Canadian Corps 
tal fl pa “y' a po ibe re - » a6 "10. reunion, July 30-Aug. 2, they'll find a reconstructed French village, sponsored by 
64 “gp estes Pagar wh FE. 2 rnd _ * eae Imperial Tobacco Company of Canada and Massey-Harris Company, manufac- 
1p Cc perntct qggiae re wr thi apr turer of farm implements. Here's how some of the boys will look when they 
ta . — ‘Seeker A xa Limited. turn back time. Good old Sweet Caporals loom prominently in the layout, and 
ndf a ae Se we're not quite sure what the lads here are doing—although it looks suspiciously 
re like a peculiar domino game sponsored by the Africans. 
‘it COLD THOUGHTS | 
CANADIANS ACT TO MOVE USED CARS | 
PLANNED BUYING MAKES BETTER LIVING 


Je Bi § +a 
Bey f a : E > ‘ 
on a Fi % S a8 A } ~~ 


_ f his double-deck display stand is a new point-of-purchase aid for dealers, created 
by St. Clair Manufacturing Company, Detroit. 


| Buying a Used Car is Good Business 


and makes business good 


t oval rigs 's permanens feet supply. b +4 
by the Mewtamaber is the beet cheater af think ony 


-_ ————— 
DRY CLEANING { jrooks LAUNDRY 


Sia Hundred North Bouleward, at East Ave, Ook Park 


Brooks Leunde 
f 


= leet y, Chicago, introduced a new note in personal service merchandis- 
tells week by announcing in newspapers and three-sheet elevated posters, the 
de 1% ‘on of bundle deposit boxes” on a number of “L" platforms. Commuters 

Ply drop the week's wash on their way to work and delivery is made within a 
few hours to any designated address. 


In spite of summer heat, Iron Fireman 
turns its merchandising mind to other, 
less balmy seasons of the year. The 
company's advertising is now swinging 
into high with a consistent newspaper 
and magazine campaign. Current copy 
is shown here. Sales for the automatic 
“heatmaker” this year have far outdis- 
tanced previous records. Gerber & Cross- 
ley, Inc., Portland, Oreg., is the agency. 


AN ALL-CANADIAN COMPANY 


25 BRANCHES FROM COAST TO COAST 


peuple evgrywhere tor dhe bith: extention | ’ A 
ewquives omce « day, your iron Fieemee Meer T is good business for you because you ing modest monthly payments for the ee 
ened be i Gag de get many thousands of miles of motor- balance, you can start meht in to enjoy all i 
VALET SERVICE DE LUXE FOR COMMUTERS fhe SE ay Th ms 
poy ey ‘ - motor car ey yet Buying ous of income is 6 sone, inceiligene | 
pey far less than the 65s Gas Wass Sew way to acceun ulate durable worthwhile } 
rere T. "> It makes business good for everybody be- articles which really will contribute to | 
a= BROOKS LEADS AGAIN! qe ause your purchase of a used car stimu your health, your convenience, your com | 
- laces the sale of new cars. inceeascs activity fort—such a5 a motor car, an clectrn re i 
C T ' - and employment in factones which em- — {rigerator, a washing machine } 
OMMU ERS SERVI E ploy more than 30,000 Canadians and pay It is not a plan by which people who can- 
out more than $50,000,000 a year in salar not afford these comforts can have them 
- ses and wages, speeds up the flow of dollars Ig fact re ponsible hnance companies, such 
Every “L” Platform a Brooks Station Out FOUTE Mtn through a mynad of Canadian incomes, ag Industrial Acceptance Corporation, do | 
Make Eariy enhancing the prosperny of the whole heir best to prevent people buying be | 
To make our Leundry boy Dry apeime N Pich-Ups for Th j country lndwrectly a share of this m yord ther means. But it docs enable those 
- ee rede Depoah Oe” oo: the ittending Pusin } creased wealth comes ght back to you whose incomes more than cover cvs tials, | 
ve i 
. , ——— h modern co! cr and com- 
Lobe Street “L” pletforms from Marion St. ~“husTin 1960 | Rehable automobile dealers are in a pow page Be sooo paying fer be ’ 7 
to Cicero Ave viltaes sooo | tion today to offer you your chone of a 
Ywooo 840 great number of exceptional bargains in = Through the judicious use of Induseral 
(1) FOLLOW THIS SIMPLE SCHEDULE = good used cars. You can find just the car Acceptance Corporation finance plans, 
. . agg: ggg | you want at a price you can sensibly afford — thousands of thrifty Canadians have used 
A—Laundry B—Dry Cleaning C—Pressing " | to pay. And, through lodusirial Accept their incomes to the best advantage i 
ou mamapteies cetacean © Qs j ance Corporation finance plans, by paying adding to thew comfort and convemence 
(2) Wrap BUNDLE SECURELY . 7 ~ only a part of the price sn cash and arrang and improving thew standard of living | 
wehty Rug Clean 
. 
(3) ATTACH THE NAME AND ADDRESS = arert an 
| . 
(4) DESIGNATE TIME OF DELIVERY sn van van mere a Industrial Acceptance Corporauon 
Dolnery ond Pub Up Service TAM te 6 Pad GENTS DPNCE SUITS ond \ictunaies. oly attag Salle Gea ook lron Fireman | 
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Industrial Acceptance Corporation, Montreal, is selling Canadians the economic 
value of buying used cars, at the same time emphasizing the legitimacy of time 
payments. The campaign is being handled by Ronalds Advertising Agency, 


Montreal. 


are reported on Page 1/4. 


Simple dignity serves to cloak the campaign with a sincerity that 
helps tell an involved economic story simply and succinctly. 


Details of the effort 
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The Nashville 
Market isa SALES OASIS - - 


SELL IT! 


HOLESALE and retail sales indices show that the Nashville 


market is still buying — that it is relatively unaffected by re- 
cession elsewhere. 


The reason can be found in the market’s diversity of occupation — 
863,215 people who draw on many forms of industry and agriculture 
to earn an annual spendable income of more than a quarter of a 


billion dollars. 


For results, follow the example of those who are selling the Nashville 
market now. 


Concentrate your advertising here — in the media which give you 
complete coverage of a market able to buy your goods now. 


THE NASHVILLETENNESSEAN Nashbille Sages Banner | 
THE ONLY MEASURABLE MEANS oF [REACHING THE NASHVILLE MARKET |: 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Offices in: New York, Chicago, Detroit, Atlanta, St. Louis, Kansas City, Dallas, Los Angeles, San Francisco, Portland. 
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